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Abstract 
 
This survey has as main target to explore the crucial factors that can lead a start-up company into success by 
launching mobile applications that are offering B2B services. M-commerce is a new industry with fewer 
surveys than the e-commerce so this is an area with room to grow in both on the academic field and in the 
entrepreneurial area with innovative ideas and services to be offered. This thesis is focusing on gathering all 
the success factors that are related to mobile applications businesses and exporting the most crucial of them. 
Those factors are ranked into a success business model from the most significant to those who participates 
less into success. The business model is going to be implemented into the top 100 successful mobile 
applications in order to confirm the a-priori prediction “theory ofsuccess”. The results from the 
implementation of the business model are going to be transferred into a statistical model which with the 
assistance of the data mining algorithms there is going to be analyzed the correlation between those factors 
and how do they apply into a mobile applications business. The a-priori prediction “theory of success” is 
going to be modified by the results of the data mining. So the a-posteriori model will show up an interesting 
phenomenon. The factors that were meant to be less important into the lead of success will play a more vital 
role into the process of success for a business. Those “less significant” factors are directly connected with the 
most crucial ones and the existence of which is a direct channel to the most crucial aspects of success and 
potentially to the core product that a mobile applications firm is offering. 
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Introduction 
 
In the following pages there are going to be presented some researches and surveys of the most crucial 
paragons of mobile applications’ business success factors. On the first part of this assignment, which is the 
literature review, there will be an extensive report of the crucial elements that are found from journals articles 
books and the like. Those success factors are some variables that have been confirmed that are working for 
business success through major surveys. After this presentation there will be build the problem definition 
where all the crucial questions that have to be answered in order to find out which are actually the crucial 
factors that lead a mobile application business into success. On the third part there is developed a business 
success factors for B2B applications based on all the clues that are found and justified on the first part. This 
model focuses on the success factors from the technical and the business-entrepreneurial perspective. On the 
following part the success factors business model is going to be implemented into the top 100 applications 
from the Google play and check in which cases these paragons of success exists and where not, and the 
crucial question why. After the implementation of the model, the results of the implementation are going to be 
further examined by implementing on the data mining method that is called “association rules”. From this 
implementation there are going to be exported some strong patents which will further explain the behavior 
and the correlations of these success factors.  
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1 Literature Review 
 
1.1 Digital environment and economy 
 
Since the uprising sales of smartphones and smart devices in general the digital economy was meant to appear 
in our daily life sooner or earlier. This new trend has revolutionized all the transactions and has radically 
changed the way most enterprises are doing business. The impact of the digital economy is huge and affects 
all the b2b transactions. Most of enterprises nowadays are going digital because it is easier faster and a more 
efficient way to add new revenue streams on your business model. There is also a big data out there ready to 
be utilized and exploited by those who want to succeed in their market place. The competitive advantage of 
such a strategic move is that the global market is one step closer to you and you can offer your product and 
services worldwide with 1 click. 
(Turban, Efraim King, David; Lae Kyu, Lee; Ting-Peng, Liang; Deborrah, C. Turban, 2012) 
 
1.2 Evolution of Mobile Location-Based Services 
 
Mobile applications have been exist more before than 2006 in another different form that we already know 
them. The location based mobile applications are more likely in general to improve the user satisfaction and 
the overall quality that a smartphones provides to the users. The localization of the customer position had 
become the new trend after 2005 and was utilized in order to provide better services and also track the users’ 
activity in order to provide a better user experience. Under no circumstances this new feature had left the 
mobile applications strategies static. Growing opportunities came up and made essential the utilization of the 
GPS signal that predicts the position of the phone with some meters declination. The fact that the new 
smartphones had the necessity for a localized position brought a new need for internet connectivity to the 
phone in order the positioning to be further utilized and also the services from the mobile applications to 
cooperate with online data basis and bring the best possible value to the customers. 
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Picture 1 Location Based Applications 
 
 So the advent of GPS in smartphones brought the necessity of customers to know exactly where is their 
current position and how will they know how to find their way to their destination. That’s why mobile 
application with updated maps were launched since that year and ever after. Positioning helps the application 
to provide a more personalized value to the potential customers. Another potential market opportunity that 
came up after the advent of GPS into the smartphones the introduction of such technologies into more niche 
industries such as the rural and surveying engineering and other applications such as this. The overall 
localization of the provided services has also an impact on the customer relationship management and the 
localized necessity of providing an advertisement such as impressions and customer segmented marketing 
options. 
(Minakakis, 2003) 
 
Regarding studies on Mobile Applications Engineering,there is no such study that explicitly tests success into 
mobile applications. This significant lacking of the study on mobile applications evolution is one of the major 
motivation factorsfor the study. However, we found one study conducted on mobile applications engineering. 
This study is closely related to our study on open source mobile apps hosted at www.f-droid.org. The study 
reported that apps are significantly different in a number of ways from traditional software systems. The 
sample apps were studied from a structural and historical perspective. Some of the important findings are:  
• Most apps are short-lived single developer projects  
• Apps are smaller than conventional software systems  
• Many apps have a small set of functionalities, thus few classes are required to implement them.  
• Due to heavy use of external APIs, apps are complex and consequently difficult to maintain.  
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There is a need to see whether the mobile apps evolve for short period because of small set of functions. This 
is the reason that makes the apps to freeze at certain point or because of increasing complexity that make the 
mobile apps to stop evolving. Hence, the law of continuous change cannot be confirmed here. As the mobile 
apps gain complexity due to heavy use of external APIs, it seems that the law of increasing complexity to be 
satisfied. However it isessential to check it further in order to confirm the law of increasing complexity. Since 
the apps have small set of functionalities, it seems that the law of continuous growth to be bounded. However, 
we need to check further to confirmed the assumption for this law. With no clue for the rest of the law, we 
will further analyze from our study. The apps are small-scale applications. We will also analyze the influence 
of development team size in the mobile applications evolution. Therefore, study on relation of time between 
releases with small-scale software system/team size is of importance. Also, the relation between growth 
pattern of application size and the growth pattern of developers in small-scale software systems need to be 
analyzed. The relation between major/minor releases between developers is also unknown in small-scale 
software systems.  
(Rizk, Ebada, Nasr, 2016) 
 
1.3 Limitation of the mobile applications’ environment 
 
Before we make an extensive reference on the success factor of B2B mobile applications we have to review 
all those factors that consist pitfalls for any company that want to provide value to their potential customers 
through m-commerce. Traditional desktop applications have almost nothing in common with the new mobile 
applications that are designed in order to scale excellent in all smartphones out there. Some of those factors 
that have a negative effect on the design and implementation of a mobile application are the following: 
Mobile Context: People that are using mobile applications might be moving while they are using the app so 
they might be not 100% concentrated. This increases the percentage of someone to fail to use the application 
properly. 
1. Connectivity: Although the advent of 4g connections has utilized the effectiveness of mobile 
applications people are usually facing bad connectivity regardless of what carrier they are using. This 
affects negatively the use of the application. 
2. Small scale screens: The screen of mobile phones are extremely smaller from the screens of the 
desktops something that makes the developing of a mobile application more challenging  
3. Display Resolution: The display resolution is significantly less that those on personal computers and 
also differs from smartphone to smartphone.  
4. Capability and Autonomy: Most of the mobile phones have low memory, something that affects the 
scalability and the specs of a new introduced mobile application. The capacity of the smartphone’s 
battery is also another issue that puts another limit on an application project.  
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5. Data Entry: In the mobile environment we have difficulties in entering big data rather than on the 
desktop computers. Also it is easier for someone to make mistakes that could be avoided in the 
computer environment.  
(Ickin, Wac, Fiedler, 2012) 
 
 
1.4 Human Centric Interaction and Usability 
 
 
There are a lot of parameters in terms of software engineering that need to be taken into consideration for a 
successfully implemented mobile application project.There are no specific suggestions when it comes to 
designing a whole new idea and implement it as a mobile application. But on the way to implementation there 
are some basic guidelines that have been noticed that the most successful developers and firms are using in 
order to achieve recognition and a large number of sales. Besides this among with the profitability of a 
project-application are the basic metrics of success in the mobile applications industry. First of all there need 
to have an interface that has as vital feature usability. Usability is mostly about how easy anaverage user can 
perform a task into an application. This is essential because people do have limitations when it comes to the 
simulation inside a mobile app and mostly because users cannot afford to loose time and money on a low 
human-centric interactive application. For that specific reason users should be a part of the implementation of 
a new app. A variety of different versions of the same app is the common way to introduce a beta version of a 
program into some potential customers which is called A/B test. Another way of providing excellent products 
and services is with providing a prototype to the potential customers and ask for their feedback. In this way 
companies can enhance customers’ acquisition.  
(Kurniawan,  Zaphiris, 2007) 
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Picture 2 Usability Attributes (http://ingridwu.dmmdmcfatter.com/) 
 
 
Concerning usability there is a variety of models that present all the aspects of usability when it comes to a 
site or a mobile application. Some crucial aspects and variables of a project-centric approach of usability are 
the following: 
• Satisfaction: Positive attitude that the user receives by using a site or an application 
• Efficiency: Accuracy and resources help the users to achieve their goals through a site or an 
application 
• Learnability: User can easily learn to use interactions in a system 
• Memorability: After one or more uses of an application consumer will be able to remember some 
basic interactions of the system  
• Error rate: Bugs, errors, crashes, and error rate in general must be really low when it comes to a 
mobile application. 
7 
 
 
Picture 3 Success attributes 
 
Usability must be specified in a variety of way in order someone to understand in details what usability is for 
the user. There can be stated a different approach of what usability means. So a user-centric approach of 
usability would be represented by the following attributes: 
• User: Consumer who is making an interaction with the system 
• Objective: Targeted achieved goal 
• User context: User participation, attempted tasks, available equipment, and some environmental 
influence such as social and physical. 
There has been an extensive research regarding what the end users do understand what usability is actually. 
There were used studies that are referring to the term of usability and how it can be approached from the 
scope of the user. These studies and researches have proved that the majority of the users understand the term 
usability as the satisfaction that they receive by making tasks into a mobile application environment. With the 
same almost metric value are following the attributes of efficiency and effectiveness. So the three major 
attributes that can describe usability at last are satisfaction efficiency and effectiveness. Those three attributes 
are going to be used in our basic model for indicating the success factors of B2B mobile applications.  
Buyers do resist in change so that’s why coders need to take into considerations user’s mental models. People 
who are using specific type of applications are used to interact with specific interfaces and interactions as 
well. That means that they are searching for specific colors and specific buttons that will lead them to some 
interactions that they were supposed to go from the first time. Usability involves a lot of study and includes 
serious science such as psychology, anthropology, graphic design and the like. Developers should always 
aware of the fact that users are not “perfect creatures” and usually lack of essential skills in order to interact 
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with an applications. For example there are going to be some old people who would try to use an application, 
or some people with eye dysfunctions that could not distinguish certain different colors. 
(Harrison, Flood, Duce, 2013) 
 
 
1.5 User’s participation as a success factor 
 
 
With the user’s feedback an application can be utilized and finalized into the final offered product. The 
interaction that is described between the application and the end user can be separated into two categories. 
The first one is the execution and the second one is evaluation. The execution has to do with the aimed 
activities that trigger the system to do something. The evaluation has to do whether the system responded and 
gave back the result that the user wanted to. If the user cannot force the program to do what he wants to then 
we have Gulf of execution. If the user cannot se any possible result or he does not understand the result that 
has happened behind the system then it is called Gulf of Evaluation. Another issue regarding the technical 
part of a mobile application has to do with the visibility and the feedback. Visibility has more to do about 
whether the potential user found the controls that was meant to find from the first time. The higher the 
number that people found the interactions they wanted to, the higher and the visibility rate on the application.  
 
Picture 4The Perfect User(http//:www.enricoangelini.com) 
9 
 
 
The feedback has to play a crucial role on this process. Users who interact with the creators of applications 
have some clarifications to do regarding whether the interactions that participated were comfortable, easy, and 
user –friendly or not.  All these prementioned details end up to one important factor that is the consistency of 
the interface. Consistency is called the phenomenon where different interfaces inside an application are 
having similar operations and are being used in a way that looks alike as much as possible. This is really 
tricky in terms of coding for someone to achieve those results in a mobile application, but the most powerful 
companies are using this rule to achieve simplicity and make more comfortable the process of user adoption. 
For example ios applications are using this as a prerequisite and consistency is a critical factor for an 
application in order to be approved in the App Store. Consistency can be divided into two basic categories,the 
internal and external consistency.  
• Internal consistency is when different operations inside an app are presented with similar appearance 
in order to make for the user easier to interact with the app. This is a difficult task to be achieved 
when it comes to applications with complicated interfaces.  
• The external consistency is when a firm that has published a lot of applications, is using similar 
processes for users to interact with the apps and also are having similar interfaces. 
(Firtman, 2010) 
 
With the evolution of technology in the past years people are adopting the use of smartdevices such as 
smartphones more and more. Consumers have the opportunity to participate in interesting activities. That’s 
why social media are growing rapidly. Social media related services also because of the increasingly rise of 
acceptance through consumers have brought up a new way of doing business in e-commerce such as 
collaborative economy. There sites and mobile applications that brought competition to big companies like 
AIRbnb where people can rent their apartments to tourists and anyone who wants to stay to their house for 
some days buy paying a fair price for it, or Ebay which has introduced the C2C transactions which have a 
competitive advantage comparing to B2C and B2B. Companies do recognize the fact that they need to 
provide services that are customer centric and to be prepared in order to handle big data that are coming form 
the high numbers of registered consumers. Data are the main form of information that every single company 
will exploit in order to find out essential information for their consumers and they people who have a 
tendency for their products and services. The IDC study has shown an increase of 40% to those companies 
that have to do with big data technologies and services. 
(Mangal, Mandelli , Karmarkar , Rocca, 2016) 
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1.6 Android andIos Market 
 
The business perspective of the success factors of a mobile application has a lot to do with the environment 
that an application has to grow. There are different issues that an application has to face when it grows on the 
Google play (Android Market) and other issues when it comes to the App Store (ios). A brief historical review 
of the mobile phones and the operation system that they had can show us that before the advent of the iPhone 
1
st
 generation the majority of the phones were using Symbian as operation system. After the first iPhone the 
majority of the smartphones were using the app store since there was no AndroidMarket at that period of time. 
In 2008 apple launched the App store for the new iPhone so that the users of apple to have the opportunity to 
download applications for their phones. One year later (2009) Android Market was launched and was 
supporting the majority of the smartphones market share. From the first time the ios kept the competitive 
advantage to have the privilege to share more applications with the users than the Android did, and that has a 
lot to do that for almost one year ios had no serious competitor on the smartphone industry. Although the 
critical factors that were mentioned Android did make the pivot and acquired more users than the ios and this 
happened because of the collaboration with the majority of the companies that are producing smartphones. 
These companies accepted to have the Android as operation system. SO today the 66% of the smartphone 
users are currently using Android as operating system and the 28% are currently using the ios for purchasing 
applications.  
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Picture 5 Mobile Operating system Market share(netmarketshare.com, 2016) 
 
This picture affects also the B2B services. It is a fact that the Android users are more price sensitive than the 
ios users and are mostly looking for free applications something that it is not the fact usually for the ios users. 
That comes out also from the fact that the average price of an Android phones is much lower than of an apple 
phone that was launched in the same year. 
A key success factor when it comes to a mobile application has a lot to do with the feedbacks that are left 
from the end users. The most successful applications out there are currently having a feedback that is 4 out of 
5 or more and are taking into considerations every single negative feedback that is left from a user. The 
barriers to enter in the mobile applications industry are really low if someone considers the fact that the tools 
for developing an application either on Android Market or in the App Store are free something that provokes 
the new developers to enter this industry and market. Another fact is that those platforms are demanding from 
the developers who use those platforms to sell their applications a 30% percentage of their revenues that are 
coming from the stores sales. Those platforms are also providing all the essential tools for marketing 
campaigns for cloud store and for security issues. Although it seems that those large platforms are facing 
every single company that sells an applications as equals there are some potential barriers in terms of already 
existing competitors that are selling their services and might also have an already existing launched marketing 
campaign. These facts might make the entry for new companies a little bit more difficult but this is something 
more or less expected in every business industry. 
(Cuadrado, Dueanas, 2012) 
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1.7 Partnerships as a success factor 
 
As success in e-business will not arrive from itself, a good working partnership is not taken for granted, and 
all the included members have to contribute in order to achieve a good working relationship. A partnership 
when it is working well it achieves to bring satisfaction to both sides. Satisfaction is a quantitative key metric 
that can be valued into to semi-categories that are objective measures and affective measures. Objective 
measures are for measuring how profitable is a relationship like this in terms of sale numbers or profit earned, 
and affective measures are for how much are the members of a partnership satisfied. 
A partnership model that leads to success needs to explain and measure accurately all the phases of a 
partnership. First of all there are some basic virtues that need to be cleared so that there will be lesser conflicts 
during the partnership. These are mostly commitment, coordination, independence, and trust. Beside these 
virtues there are some essential rules that should me all the involved members follow and the majority of 
those have to do with the communication behavior. 
 
Picture 6 Partnerships Attributes Relations 
 The power that an excellent communication between the stakeholders brings has mostly to do with the 
quality of the information that is gathered. Information and knowledge is power when it comes to the E-
commerce. For example there are cases where many retailers where paying to get access to the data analytics 
of them. This information helped them to define their brand positioning and marketing campaigns. The 
communication aspect involves three specific variables that are quality of communication, information 
shared, and participation on this process. The quality of communication can be clarified by further 
separating it in the accuracy of information shared, the timeliness of the communication and the reliability of 
the exchanged information through this process.  When it comes to a point where two or more members of a 
firm are having different opinions on a matter then we have a conflict resolution issue. A conflict can be 
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issued with a variety of ways 4 of the most common are using different way of diplomacy. These are 
persuasion, smoothing, arbitration and harsh words. The last one although it seems offensive as a 
situation, unfortunately this might happen to the best partnerships and there is no huge problem when 
everyone is coming to an understanding at last. 
(Tuten , Urban, 2001) 
 
 
1.8 Success factors in mobile applications.A big data survey 
 
There have been some studies like the upcoming one that we is going to be present that some of the major 
success factors that were identified were actually used on a big data survey. In this case usability is 
presentedasqueried as the customer satisfaction where also an important role is playing the customer’s 
feedback. Another attribute that must be valued in order to find out the success factors is the justice. Since 
justice is a new seen attribute we are going to review it in details. Justice can be separated into three 
categories that are international justice, procedural justice, and distributive justice. Internal justice can be 
further explained by referring into the attributes of interest, trust, effort, and have to do with how good or bad 
the reaction of the end-user of an application. Procedural justice has to do specifically with consistency, 
neutrality and accuracy of information. Last but not least is the Distributive justice. Some other attributes of 
application success that have to be measured are how service quality and customer satisfaction affect each 
other. There seems to be a relationship between service quality and customer satisfaction that will be 
experimented into the survey that is following. 
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Picture 7Success factors’ business model 
 
In the following table there are presented the characteristics of the people that answered the questionnaire 
regarding which of the prementioned attributes are playing a vital role for a business success. The number of 
participants has been distributed into the categories that are shown among with the percentages of each 
category. 
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Picture 8 Survey Based on Demographics 
 
On the following table we can search the correlations between all the evaluated attributes .The higher the 
number it is the higher the correlation it is. When the correlation tends to be near zero then it means that a 
change upon one attribute cannot really change anything upon the values of the other attribute.  
16 
 
 
Picture 9 Statistical Data of Success Attributes 
 
The success model of this survey can be finalized and the six basic attributes are Interaction Quality, 
environmental quality, Outcome quality, Interaction justice, Procedural Justice, Distributive justice. Instead of 
analyzing the whole model how is interacting within its attributes there has been used the layer which shows 
exactly the correlations and in what degree each attribute affects the other.  
 
Picture 10 Relations between success factors 
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Although this interesting survey has an extended research regarding which attributes can lead businesses to 
success it has also some potential drawbacks. The majority of the people who participated in this research are 
about 16-25 years old, which means that the sample isnot distributed well among the ages of potential buyers. 
Moreover the sample was taken from only 1 country (China) which might indicates problems if this model 
gets used in another country.  
(Zhao, Lu, Zhang, Chau, 2011) 
 
 
 
 
1.9 A B2B success model 
 
The investigated factors on this model have to do mostly with some techniques rather than with some 
attributes on this business model. The first and most important process has to do with environmental 
scanning. 
• Environmental scanning: Environmental scanning has to do with all the economical, political and 
social factors that can have a positive or negative effect upon the business. 
• Industry structure analysis: This structure is referring to five attributes that are barriers to entry 
substitutable products, suppliers, buyers and competitors companies. 
• Industry’s experts’ counseling:There will always be some people who can really be an asset in a firm 
in terms of consult in order the business to improve its metrics. 
• Competitor analysis: Each firm must know its strong and weak points and be able to determine those 
points on their competitors’ existence. A business that is able to define which are the main 
competitors and what are they offering instead, then it could more easily target their potential 
customers and be able to diversify itself from the other competitors by offering an exclusive value. 
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Picture 11 Competitor Analysis (http://www.forwardfunction.com/) 
 
• Internal assessment: This is a quantitative and quantitative analysis of all the critical departments of a 
healthy business. By making an extended analysis as this the firm can export all the things that are 
strong and can produce reliable value and those characteristics that make the company vulnerable 
from the competitors because these are the weak points. 
• Intuitive factors: These factors have mostly to do with people that are related to the company and can 
make a forecast for the success factors that need immediate sort of action in order to be achieved in 
the short term.  
• PIMS results: This is a process where the chance for profitability of a mobile application company is 
tested. From this process more general conclusions can come out of this, such as if there is a 
competitive advantage comparing to other firms that can lead the business into profitability.  
In this specific survey there are some other characteristics that are investigated and are proved to bring effort 
in the mobile applications businesses. Those factors have been marked from the authors as marketing related 
factors and are the following: 
1. Top management support:The management team has to hover all the processes that are being done 
inside a business and evaluate all the circumstances so that  
2. Setting strategic goals: Strategic goals can be referred on buying out another firm if the business has 
a great success  
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3. Integrating the internet with the marketing strategy: A firm that offer mobile applications to other 
firms has to state clearly its brand positioning in order to diversify itself from the other competitors. 
A SEO and SEM campaign is also necessary because of the practical marketing tools that Google 
and social media are offering in a low price in most of times. 
4. Collaboration: Any sort of collaboration is acceptable when it comes to B2B transactions. Businesses 
can help one another to go one step further and advertise one another to their potential customers. 
Collaborations are also essential inside the business that can lead to successful partnerships as well. 
5. Deciding which is the targeted audience: Customer segmentation is crucial when it comes to a 
mobile applications’ business and its customers. It is the company’s role to search into the age of the 
customers that they will attempt to sell their services, the demographics of them. 
(Eid, Trueman, Ahmed, 2002) 
 
 
1.10 A customer oriented success model 
 
The receiving services that the customers are using through their mobile phones are an extensive result of 
information technology. The information technology is one factor among others that helped the e-commerce 
to create a sub part of that is called m-commerce. This study targets to separate the success factors by making 
an analysis of the commercial activity in the m-commerce surrounding and provide a final evaluation of those 
success factors for the mobile commerce in order to help the researchers and businesses to understand better 
how these factors are collaborated into a mobile business. 
In this survey there are some basic values that customers demand to receive when it comes to a mobile 
application. These values are modified as the years pass and the necessities of consumers change and are 
adapted into the new environment which requires the internet of things in people’s daily routine. Although 
there are some attributes that seems to be essential either way and are the following: 
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Picture 12 Success Factors Business Model 
 
1. System Quality: System quality has a lot to do with the time that an average end-user needs to make 
an interaction within the application. The shortest the time frame that is spent upon this the better the 
quality is. Moreover the preciseness is another issue related to quality. It has relation to if the end-
users have found the interactions that were meant to find from the first time. A system in order to be 
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in a good quality condition needs to be updated often so that the user receives the best possible 
services.  
2. Content Quality: The content quality needs a system that will be available for the users 24/7 for 
every single answer that they have and the solution for every difficulty that they will face. The site 
that presents the application needs to have a quick response time, anappealing interface. 
3. Use: The use is described by the quality of information that is provided to the user within the online 
site or the description inside the Android/Ios market. 
4. Trust: end-users of mobile applications have to feel security when it comes to their personal data. 
People will never use a Smartphone or a mobile application if they feel that are threatened by 
possible attacks on their personal data, and that feeling of security is the company’s responsibility to 
provide it along with the overall services to the user.  
5. Support: The maintenance of the sites of the company with the update of the application in order to 
fix the bugs that may come from the use of the applications makes a nice support from the team that 
has built an application. 
6. Mobility: The application has to scale excellent to every single device out there and be supported 
from every device regardless of its display resolution or systems specifications.  
7. Personalization: It is the company’s responsibility to offer personalized messages where the content 
of the applications’ features are explained or there are sent personalizes answers to the users’ 
questions.  
After an exploratory research through a questionnaire that was contacted among hundreds of e-commerce 
users there has been a statistical table with the following results. Those results are based on the fundamental 
attributes that were explained above and are the key metrics of measuring the success criteria factors that can 
lead to business success. 
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Picture 13 Success Factors Statistical Results 
 
The majority of the respondents on this specific survey are inclined to believe that the trust is the 
most crucial part o a mobile’s Applications Business Success. Second on this experiment is coming 
the mobility with a 30% percentage of people to believe that this is the most important thing for a 
company, the adaptability to make their product up to date and make the essential change when push 
comes to shove. After these attributes third and fourth are coming the Content Quality and the 
personalization respectively. These are attributes that are continuously met in many reports and 
journals regarding the Usability of a mobile application. 
(Kabir, Hasin, 2011) 
 
1.11 Quality of Experience Success Factors on Mobile 
Applications 
 
This survey is trying to measure some targeted demands of the consumers mind such as the quality of 
experience. New technologies and the increased information spread worldwide have brought the necessity to  
measure the usability rate into a mobile application through the satisfactions that the final buyer receives by 
the provided services. The Quality of Service is another term that is going to be measured in quantitative 
terms and is highly related to the Quality of experience that the user receives. The network infrastructuresthat 
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are supporting mobile phones and the companies that are supporting the mobile applications that the 
customers use are contributing into the final Quality of service that the average user is receiving. When 
Quality of Experience is not met then the abandonment of an application is certain that will eventually 
happen. This is common issue when it comes to the mobile applications because more than half of the new 
applications that are launched daily are abandoned because of malpractices of the team behind the project in 
order to achieve a great Quality of Experience. The advantage of this survey is that there is no other scientific 
research that is exporting specific numbers regarding Usability except from the studies that are focusing on 
the Human Computer Interaction which are specifically qualitative. 
 
 
Picture 14 Quality of Service and User Experience 
 
On the implementation of this survey there were used Context Sensing Software application for unobtrusive 
context data collection on the user’s mobile phone, Experience Sampling Method for gathering user feedback 
and the Day Reconstruction Method for a weekly interview with the user. The phones of 30 users out of 430 
potential participators got monitored in order to confirm which mobile applications these users are using and 
how their phone are utilized in order to connect with their friends and families. The most common mobile 
applications that were used by those participants was applications regarding the following: 
• Communication: talk, skype, gmail, email, gtalk 
• Web: default browser 
• Social Network: facebook, twitter, foursquared 
• Productivity tools: astrid, sandbox, calendar 
• Weather apps: weather, weatherservice 
• News espn, sports, news 
• Multimedia: music, youtube 
• Games: worldwar, wow, poker 
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• Lifestyle: horoscope, diet 
• Finance: stock 
• Shipping: ebay, craiglist, starbucks 
• Travel: navigation 
• Other applications 
 
 
Picture 15 Quality of Experience on Mobile Users 
 
The most common complains that were received back as negative feedbacks were about slow mobile 
applications or freezing when doing some interactions. Some buttons were displaced and made the job for the 
participants more tricky. The localization of the place of the users when using their mobile applications was 
mostly at home and in their work place. The 80% of the participants also have been using the mobile 
applications on their mobile phone alone where the rest has company.  
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Picture 16 Mobile Users' Locations Distribution 
 
The satisfaction of the customers gave results different than the researchers were expecting to receive. The 
same goes for the use of the phones and the location when using them. Surprisingly the majority of the people 
are using their mobile phones and applications when being on the street and moving something that maybe a 
distraction for the users. The usability of a mobile application is something that goes beyond the usefulness 
that it provides through their services. It is highly related with the capabilities of the mobile phones and the 
positioning of the potential user when using its mobile applications.  
(Ickin, Wac, Fiedler, Janowski, Hong, Day, 2012) 
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2 Problem Definition 
 
Since the advent of the smartphones many things have significantly changed in people’s daily routine. The 
necessity for immediate communication and information exchange had been raised the smartphones industry 
knew that there are going to be a change. So the smartphones were launched from the 2008 and later were 
giving the opportunity for the user to use some mobile applications to his phone. These applications were 
meant to change the way we communicate and even we do business in a daily basis. From that time until 
today there have been some researches regarding which are the success factors that lead some of those 
applications to be really successful and have large profits, in contrast to others that have failed repeatedly to 
offer values to their potential customers. So there is a wandering question on the mobile applications industry 
that has not been completely answered. Which are these factors that can lead a company to produce a mobile 
application that offers B2B services to succeed? What is the model that offers all the essential virtues-
attributes that a business should have in order to be successful in the mobile applications industry? There are 
some questions that are brought up as outcomes from the previous questions. What is considered as success in 
the mobile applications market?For the terms of simplicity we will consider as success factors a large number 
of downloads that is on the number of thousands and even millions and additionally profits that will come 
from the end-users. There have been reported some success models above but there seems to have some 
problems. Most of them do not apply for every sector of a business. For example some are only referring to 
the factors of usability without even noticing the pricing policy of the application. Some other only 
mentionthe fact that usability is the only factor that a business should care for if they want to succeed. Also 
these surveys that claim that usability is the main success factor do not make a complete mentioning about the 
success factors. They give the impression that some aspects have not been taken into considerations. There 
are both some stable attributes and some variables that if we summarize them we can have a final model. Why 
some firms fail to deliver great service to their clients? What are the main differences between a B2C success 
model and a B2B model? Why new start-ups fail to follow some basic rules in order to success? Is the build 
of a successful application a one-man job or there is the need for more than 1 person in order to produce 
something excellent that will attract people’s attention? These and other questions as well are going to be 
examined and answered in order to find out which are those success factors that can lead a mobile 
applications’ company into success.   
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2.1 Correlation between the Literature Review and the Main 
Body of the Survey 
 
2.1.1 Introduction 
 
On the following pages there are going to be presented some of the most crucial aspects of Mobile 
Applications’ Business Success and the vital role that they will play on the main body of this survey on the 
building of the Mobile Applications Success Factors Business Model. Due to the high number of the 
applications that had to been researched in order to gather a large enough data to make some safe conclusions 
the number of paragons of success had to be reduced. This had a positive effect on the visualization of the 
Business Model of the main body of this survey, but that had also as result the remain aspects of success to be 
more complicated in terms of terminology and attributes behind the Model. But also in some cases such as 
“Partnerships” attribute the included attributes have not been modified or edited too much because they seem 
to fit better as is. The following figures are going to visualize better this process. 
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2.1.2 Android/ Ios Platform 
 
 
 
Figure 1 Correlation Between Android/Ios Attributes 
 
Regarding the mobile platform that a mobile application will be launched there are a lot of parameters that a 
mobile application will have to consider in order to be confirmed into those platforms. Those are essential 
prerequisites so that have to be. The Data entry parameter is setting a pitfall regarding the size of the 
application. An average application should be a few megabytes. An application that consumes gigabytes 
instead maybe should reconsider a reduction regarding its size. Capability and autonomy is another issue 
related to the previous one. This means that the developing team should provide an application that scales fast 
without consuming a large amount of mobiles ram memory and respectively without decreasing the battery’s 
lifespan too fast so that the average user can afford its usage. The display resolution is really different 
comparing the resolution to those of the computers’. This limitation affects the graphic environment of the 
application. The small resolution of a Smartphone’s screen comes with the already small scale of screens that 
Smartphone’s own in order to bring mobility and convenience in the daily’s user routine. Last but not least 
connectivity is another parameter of success or failure and has to do on how the application response from a 
Wi-Fi connection to a 4g or even a 3g connection from different mobile carriers. The majority of the mobile 
applications are offering different services on the offline mode of the application and different for the online 
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one. A team behind a project such as a mobile application has to take into serious consideration all the 
prementioned factors regardless of what online mobile operating system is going to support.  
 
2.1.3 S.E.M./S.E.O. 
 
 
 
Figure 2 Collaborations Between S.E.M./S.E.O. Attributes 
 
 
The B2B success model is mostly related to the SEM and SEO campaign that a mobile application needs to 
launch in order to utilize the possibility to achieve success. On the schema above there can be mentioned all 
the critical aspects of a SEM and SEO campaign includes. SEO and SEO is a reflection of a company’s 
marketing strategy selection. Before launching applications to the market all political economical social legal 
paragons have to be analyzed and further combined with the analysis of the competitors. With the competitors 
analysis there can be determined the three crucial aspects of differentiation: the product the service and the 
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design differentiation. These two are the greatest pitfall that a new start-up will face in every step forward. 
That’s where the experts of an industry can provide additional help in order this business to be evolved in a 
positive way. There is a high number of counseling business experts who can provide counseling for a 
business that wants to succeed. The success also is directly linked to the strategic goals that a company has 
targeted such as a certain amount of the market share or a strategic acquisition of another company. On the 
accomplishment of those targets there has to contribute also the top management support team by offering 
solution on every problem that will appear and also offer guidance and assistance to the members of the 
company. On the other side benchmarking inside the company is an alternative label for the term internal 
assessment where all the departments of the business are under evaluation and in this way export interesting 
conclusions for the sake of the company. The Intuitive factors along with the PIMS results are combined 
together so that the employers can give their estimation whether the future of a mobile applications company 
can be profitable or not. Sometimes the top management team cannot predict everything right and requires the 
forecasts of all the involved members of the firm. The last part before completing a SEM and SEO strategy is 
to enhance customer satisfaction by making customer segmentation in order to find out what will be the 
targeted audience. This will lead eventually to integrate the Internet with the marketing strategy with some 
potential strategic collaboration, for example an affiliate marketing strategy. 
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2.1.4 Usability’s attributes 
 
 
 
Figure 3 Collaboration Between Usability's Attributes 1 
 
 
Scalability is the first and most important attribute of Usability that will take place in the experimentation of 
implementing the business success model. The outcome of the interface and the interactions of a mobile 
application arehighly related to the system quality. System quality comes out from a well-developed 
application that triggers the user to interact with the application. The numbers of interactions that the user will 
participate raises the interaction quality for a service is raising the interaction quality rate and is more likely to 
bring satisfaction to an already customer. As previously mentioned the efficiency of those interactions that 
will have a user to deal with gives an overall better customer experience and in this way it is more likely for a 
user to put a 5 stars positive feedback to the mobile application.  
 
 
Figure 4 Collaboration Between Usability's Attributes 2 
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Personalization is another issue will be mentioned in the following pages. Personalization is the derivative of 
some other 3 attributes as presented above. Efficiency is playing a vital role that every single user wants to 
achieve by using a mobile application. Memorability is a virtue upon a mobile application that has to do with 
how easy is for a user to remember some interactions with the app. Together with the quality content will 
raise the personalization of the app and so this application is most possible to have more active users than 
those of the competitors. 
 
 
Figure 5 Collaboration Between Usability's Attributes 3 
 
The System support is another attribute that comes out from a number of attributes that mentioned on the 
literature review. Learnability which is the ability for an average user to get familiarized quick is strongly 
related to the support that the team is providing into the mobile application. The use and the error rate from 
the other side are the two opposite elements that cannot separately guarantee the existence of system support 
but if they are handled together they seem to present a final product that will stand out from the competition 
and will ensure the company’s success target goals.  
System 
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Learnability Error rate Use
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3 Building the success model for B2B applications 
 
3.1 Introduction 
 
In order to organize all the virtues of a successful mobile applications business there has to be a rearrange of 
all the success factors that were presented on the literature review. Because of the fact that those factors are so 
many in order to be presented together there will be a simplification of those aspects so that there will be a 
presentable model. By combining the prementioned aspects of success there can be further utilized, 
extrapolated andbecome more concentrated.From the tens of the success factors there are organized 27 
paragons of success into the analytical success factors’ business model and from the exploit of this analytical 
model there will be created a new descriptive success factors’ business model with 7 fundamental elements. 
The analytical model is the one that can better describe the descriptive model and all the businesses’ different 
departments.  
 
3.2 The Online Marketplace (Android versus Ios) 
 
The first thing that a company or a team that will have to consider in order to produce a B2B service 
application has mostly to do with what programming language will they use and in what market do they have 
to sell their innovative services. This, although seems not to be the most important decision it might be the 
crucial fact that will give the push or will set back a company that want to expand into the mobile 
applications.The two different markets that are the leading forces into the mobile applications industry are 
currently Google Play (Android Market) and App Store (IosMarket). It is a fact that the Google Play 
platform has raised the majority of the smartphone companies. Specifically the 66% of the smartphone are 
using Android as operating system. The other 28% is owned by the operating system of apple smartphones. 
This is a significant difference. Also beyond these numbers there is an even greater difference. Android 
smartphones are multiple times much more that the iPhonessomething that makes the Google Play more 
attractive for firms that target to achieve massive sales to their potential customers. Another issue that 
companies have to take into consideration is the programming languages that each operation system uses. 
Both systems use object oriented systems. For Android, Java is the main programming language. Ios system 
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need the programming language called swift, but can also be applied other languages as well. Those 
languages could be JavaScript and python.   
 
Picture 17 Android and Ios Market share 2014-2016  (www.netmarketshare.com) 
 
Developing for Android system can only be applied in Android studio for which many users complain about 
the lot of time that need in order to boot. On the contrary xcode is the tool that apple has approved in order 
someone to develop in a programming language. It is a fact that Android users are price sensitive customers in 
contrast to the iPhone users that are mostly seeking for value when it come to their mobile phones and so do 
they in their mobile applications. Also the majority of the Android users are mostly looking for applications 
that are free and more rarely than the iPhone users are going to pay for an application in order to have some 
professional services in their mobile phones. That is an implication that comes from the fact that a medium 
price of an Android smartphone is hundreds of euros less than the iPhone smartphones, but we must also keep 
in mind that the larger quantity of Android phones seems to balance the scale. Regardless the free model and 
also the fermium pricing policy seem to be the perfect match for a B2B service application when it comes to 
the Android smartphones. 
(Cuadrado, Dueanas, 2012) 
 
 
3.3 S.E.M. (Search Engine Marketing) 
 
It is a fact that the online Marketplace that a mobile application will be placed is not only a crucial fact, but it 
is also a great way of advertising, if someone considers the fact that thousands of people are visiting 
Android/Ios marketplaces in a daily basis. Regardless of the means that those platforms are offering for 
advertising a company producing mobile applications needs to take seriously the fact that its product will 
need additionally promotions.  
Search Engine Marketing is a sort of Digital marketing that its main target is to raise the visibility on the 
search engine pages and so potentially to raise the sales of the product that the company is offering. 
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Social Media is an excellent example of a S.E.M. (search engine marketing) campaign that requires small 
amounts of money comparing to advertisements in other media such as magazines television or radio. Internet 
is a powerful tool that can bring customers into your door with not so much sources spent on those means of 
advertising.  
S.E.M. is a fine way to raise the traffic on e-commerce sites and so consecutively in mobile applications and 
therefore to check better the progress on your digital environment. For this purpose search engine marketing 
can be combines with built-in data analytics tools and can improve a mobiles applications’ loyal rate. When it 
comes to a Fremium pricing model, this means that the company has at least 2 mobile applications that do 
offer similar services under the same name. In such cases those tools can utilize the conversion rate of the 
potential customers from the free version of the app to the paid version with the more advanced features. 
(Boughton, 2005) 
 
 
Picture 18 Visualization of S.E.M. and S.E.O. 
 
S.M.M. is a part of S.E.M. and is exclusively related to the Social Media and how they perform in order to 
further advertise the virtues of a products or a service. Social Media is the perfect place for a product in order 
to communicate with its target customers but it is also a nice place for promotion that will not only attract 
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customer but also will receive the feedback from the customers that have already used their products. So 
SMM is an effective way for the company to learn from the customers and transfer this knowledge from the 
customers to a later “updated” version of the product. But not only applications such as Facebook, Instagram 
and Youtube are consider as social media. There are some other forms of communications that a lot of 
businesses do not use and are highly attractive from potential customers. These examples such as blogs and 
forums can really increase the conversion rate of the attracted customers. Something like this happens because 
of the fact that the audience there is highly motivated to make a purchase and that’s why they are keeping up 
with all the exclusive information that those blogs and forums are offering. 
(Saravanakumar, Lakshmi, 2012) 
 
 
3.4 S.E.O. (Search Engine Optimization) 
 
From the other side a company needs its own site where it could explain what services it is offering though its 
mobile application. All the above on this paragraph are called SEO (search engine optimization) and are 
considered a crucial step that the companies that don’t take into serious consideration fail to succeed into the 
e-business sector. 
• This site will have to include key words that will attract more views and eventually more potential 
customers. First and more crucial is the title optimizations that includes the high ranked trending 
words that potential customers will search for into the search engines. So this keyword research 
involves some standard steps by finding the most trending keyword for each category that will 
ensure a higher traffic on the website.A URL that contains specific keywords that a company wants 
to match is also necessary. 
•  Another issue that a firm has to take into consideration is the Webmaster tools that can be utilized 
for the better possible outcome. These are all categorized into the back end tools and will provide a 
better view of what is the popularity of the website or application and how these numbers can 
become even higher.  
• Hyperlinks are another part a concrete S.E.O. strategy that a company has to invest to. This method 
is optimizing the research process inside the site. It also triggers the user to further explore the 
services that site is offering and making the overall customer experience more satisfying.  
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Picture 19 S.E.O. Key Features (https://www.vicimediainc.com/) 
 
The type that Google search engine uses in order to rank every single online site by analyzing the URL of the 
sites and their web documents’ relevance is the following: 
PR(A) = (1-d) + d(PR(t1)/C(t1) + … + PR(tn)/C(tn)) where 
• PR(A) is the Page Rank of the page 
• 1-d-d is a damping factor considered to be about 0.85  
• PR(t1) -t1 is the PR of the incoming link page 
•  PR (tn) is the Page Rank of all of the linking pages. 
Speaking of S.E.O. the best choice for a mobile’s application company is to better own its own site so that it 
can provide all the crucial information about the history of the company the team behind the mobile 
application and the relevant products that the company can offer to the potential customers in order to cover 
an empty space or the create a new need inside the market which is the trickiest thing to do when it comes to a 
start-up company. Usually those sort of strategies are applied by high reputable companies with long history 
and an established brand image. 
(Parikh, Deshmukh, 2013) 
38 
 
 
3.5 Pricing Policy 
 
The optimization of the pricing policy should be on of the highest priorities regarding mobile applications. It 
is a fact that the most successful applications regarding services are offered for free and try to make profit by 
businesses and users that want to be advertised into their site/application. That does not mean that there are 
successful applications that are charging a flat fee on their customers in order to deliver their services. But this 
policy often makes the company and its member, how would our application ended if he had a free model on 
our pricing policy? This comes from the fact that applications such as Facebook, Instagram, game 
applications and most of the services are offered for free.  
So there are three potential pricing models: 
The Free Model: the application is offered to every single customer for free without any additional charges 
and the company guarantees that this will be the future of the pricing policy of the app in order to not unfair 
any potential customer. In this case the revenue streams will come up from the large data analytics that can be 
sold in large or medium sized companies, or from the advertisement. 
The Fremium Model: this is the option where a potential customer can purchase the mobile application for 
free, but can also require some extra serviced that can be unlocked by paying for them. This model has two 
ways of implication. The first one is that some features of the application are locked and will need to be paid 
in order to be unlocked. The second one is that those extra features are included in a different premium 
version of the application that needs to be paid as well. This model achieves both two goals. Gives the highest 
number of downloads with the highest possible profitability.  
 
Picture 20 Setting Pricing Policy (http://www.slideshare.net/) 
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The Paid Model: This might be the most risky and most ambitious pricing model if we compare it with the 
previous models. This model actually ignores the fact that the user might want to test the minimum value 
product of the offering services before going for the purchase by paying the price. So the user has no chance 
to be familiarized firstly with the product. The fact that mentioned above makes the user suspicious of 
whether he should proceed with the purchase or not.  
If a company is interested in getting the highest amount of downloads then it should be focused in the free 
model, and try to make money by selling the data analytics to the potential companies that will be interested 
to. On the contrary there is a chance that a company will seek for the highest possible profitability and is 
certain regarding their product that will sell thousands in terms of numbers the more risky strategy that will 
offer more money is the paid model. This is model that cannot be changed in the way. This is stated because a 
free model can be modified after some months or years if the company decides to launch another application 
that offers more advanced features than the previous one. So the people that are satisfied with the free 
application can buy the advanced model of the same application for a price. This means that from the free 
model the business has transferred to the fermium model.Last but not least if a company wants to have both 
utilized the number of downloads and the profitability at the same time then it needs to follow the fermium 
model in order to do so.  
There are some other paragons that play crucial role on the selection of the Pricing Model such as the CPA 
(Cost Per Acquisition). This is a little more complicated cost in order to be calculated and have to get 
summarized all of the expenses of a business including operating costs and all of the fixed costs. This is not as 
easy as it is sounds and that’s why because most of these are variable instead of constant. After those cost are 
summarized per month then there have to be calculated also the average customers that are buying the 
company’s products. By dividing the expenses with the number of customers then there is the Cost Per 
Acquisition.  
 
 
 
3.6 Funding 
 
However big or small scale is a company that produces B2B service applications to the potential customers 
there is going to be a need for funding for the project. The projects that contain mobile applications usually 
have a timeframe and need physical sources such as human resources and computers.  Even if a company 
consists of self employed people that means that those people are spending their time and sources on a risky 
task instead of working in another place with a steady salary. Beyond the previous reasons there isplenty of 
issues that a small or medium based company has to face and have a cost that cannot be ignored. For example 
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the legal process for making a start up, the accounting cost, and the counselor fees are the minimum costs that 
a company will have to face.  
Financing may come with some different ways and forms. People or companies that want to invest in a 
project with a mobile application are called VCs (Venture Capitalists) or Business Angels. VCs are investing 
their money to start ups and in return they are getting a share of the company and in the long run they are 
expecting multiple times the return of their investment. The amount of shares of the company that VCs will 
own has to do with the evaluation of the company. Evaluation is an estimation of how much money the 
company worth at the time of the investment and there are some mathematical types that can calculate it. The 
positive aspects of an equity financing are that the investors of the company can offer strategic advice to the 
company and its stakeholders. Another positive aspect from such a move is that the investors will eventually 
bring their network to the company, something that can significantly increase the company’s sales and 
recognition. This will eventually happen because through the equity funding, the investors are becoming a 
part of the business. So that means that the wealth of the firm is translated into wealth for the investors. 
Last but not least there is the potential buyout for a company that will raise the interest of the investors, or 
from another company that will seek for some strategic acquisitions. This is also a process that in order to be 
executed there is a prerequisite as before. There needs to be an evaluation of the company before the two 
sides come to an agreement. So that means that each side of the bargain will need to make its own evaluation 
of the company using some benchmarking related criteria. Probably the evaluation of the members of the 
company will try to have an outcome that will over evaluate and the evaluation of the investors that will try to 
under evaluate the company in order to press for a better agreement closest to the investors’ interest.So as 
anyone can understand a Buyout is a result of some productive discussions between the two sides and also the 
outcome of some hard negotiations.  
(Drehmann, Nikolaou, 2013) 
 
3.7 Partnerships 
 
Team behind the Project: Regardless of the number of the people that are behind a project, there are some 
minimum skills that need to be obtained before launching a mobile application. The skills may come out from 
the studies or the previous working experience or from both. The most essential skills are the developing, and 
the marketing skills. It could be said that there could be added much more skills here but for terms of 
simplicity it has been an attempt to keep the model simple.  
Before going into the details behind the partnerships model it is essential to be clarified what a partnership is, 
which are the types of partnerships that exist, and how are they utilized in order to achieve the greatest 
possible outcome for the company and its members. A partnership can be divided into 4 categories. 
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Business partnerships: thesetypes of partnership is referred to two or more different companies that agree to 
cooperate under specific agreements and terms that are typed usually by lawyers and both members sign upon 
those. 
Politic partnerships: in this case two or more governments are coming into some sort of agreements in order 
to solve some mutual problems that may be a pitfall to their relationships or an agreement that is going to be 
the stepping stone for a further development on both sides either in economical terms or in social terms. 
Knowledge partnerships: is usually happening in schools and universities when two or more departments are 
willing to share or exchange knowledge and information for the shake of the students. 
Individual Partnerships: individual partnership is when two persons are committed to work together in order 
to achieve some both beneficial goals. As all sort of partnerships, this specific partnership involves some 
agreements and terms. This sort of partnership is the most common entrepreneurial prerequisite for a start up 
that will be consisted from a few people on the very first beginning.  
 
 
Picture 21 Partnerships (http://www.energymanagementcontrol.com) 
 
So on the following business model when the word partnership is mentioned, it is referred to the individual 
partnerships and not to the business one which is most common on the business related issues. 
Partnership:  
Trustiness: The first and fundamental element that a successful partnership requires is trust. Trust is not 
given for granted but is earned through a long-term business relationship. 
42 
 
Loyalty:A fair and successful partnership needs to bring commitment to the involved members of a project 
such as a mobile application.  
Independency: The members of a team that are building mobile applications have to work even if they are far 
away from each other. This can save time if the cooperation between the members continues effectively.  
Communication:  
Accuracy: The Accuracy of the communication is really important. Because of the conclusions that may be 
exported from the meetings of the stakeholder’s important reevaluations and actions may be taken in order to 
optimize the current working of the company businesses. 
Reliability: The information that are exchanged through the members of a firm have to be reliable and have 
to be reliable and this is something that mostly comes out from the trust that is secured through cooperation of 
the stuff members through the years. 
Participation: All of the stakeholders of a company have to meet in a frequent base and exchange their 
information for the shake of the company. The participation of all those members is crucial because the future 
of the company relies on the information that will come out. 
 
 
3.8 Usability 
 
The 87% of the people that are using the Internet and are searching for products and services have the 
following tendency. If they fall into an online site that they find non usable or that they find it not attractive or 
interesting they will probably not visit it again. The 77% that will visit an online site also have a necessity of 
the online buy rather than visiting the online place to make the purchase. Nowadays Google and other large 
and successful firms are offering some really interesting and essential tools for businesses and start-ups that 
want to succeed. One of these examples is the one (https://www.google.com/webmasters/tools/mobile-
friendly/) that when someone puts its online site it will bring out some messages whether the site is usable or 
not. If it is not successful it will further explain to the user why did this site failed and what are the essential 
steps that needs to be done in order to this site to be further utilized. 
 
Scalability: This attribute can identify how well a mobile application does or does not function upon its duty 
to offer excellent service and be easy to control. If there are some bugs or errors into a mobile application then 
it makes the user experience really poor and it drops the scalability of the application.  Mobile application is 
like an online site. When it comes to its services it needs to be fast and efficient and to offer “actions to call”. 
In other words a successful mobile application needs to trigger the user to explore all of its interactions by 
pressing for example different buttons on its interface.  
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Security: Trust is a difficult task to be achieved and is not taken for granted when it comes to any application 
that has to do with smartphones. Personal information is a sensitive issue that is protected by federal laws 
among any country of the free world. This means that the information of the end-users have to be private and 
to the company has to guarantee that they will not leak.  
 
Competition: It is essential for a company to check out which are its competitors and try to offer a greater or 
a different value that they do. A business has to check for competitors before and ever after launching its 
services online. A highly competitive environment can become a pitfall for a start-up business that need to 
achieve growth and become successful. So before implementing an innovative idea into a mobile application 
the best course of action is double-check the online platform for competitors. 
 
Environment: The environment is a factor that is consisted from many other variables and is a more 
complicated issue for all the businesses. Political, social, economical reason are only some of the main factors 
that can either raise the sales of an application or that can lead to its fall regarding customers’ acceptance. 
Competition that mentioned before is a semi-category of the environment that a specific mobile applications 
is going to be implemented.  
 
Personalization: The mobile application has to take the user-given information in order to export content and 
texts that are personalized to the user so that he/she has a great customer experience. These personalized 
services are easy to achieve and raises the chances for the user to leave a 5-stars positive feedback, and raise 
the loyal rate. Personalization can be achieved by making clear customer segmentation. In this way 
all the attributes of the examined category of people that is going to be targeted can be utilized in order to 
produce a personalized usable product. 
 
System Support: A mobile application has to offer a customer support service that is available to the user 
24/7. A customer must have the opportunity to make a complaint regarding anything that he doesn’t like 
about the application. He must also free to make a report about any bugs or errors that an application carries 
so that the developer corrects the code’s mistakes and make it better. The new trend regarding the digital 
environment when it comes to e and m commerce is the user experience utilization. Specifically this 
department is responsible for gathering all the information not only from the users’ feedback but also from the 
web analytics and the social media campaigns that are providing really important information back to the 
business if their data are analyzed correctly.  
 
Adaptability: A successful mobile application is obligated to support not only the latest versions of the 
mobile operating system but also those smartphones that are left on the previous versions of the available 
operating systems. It must be noted that those kind of smart phones are devices with low capabilities 
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might working slower than the latest phones. That means that the developer has to take into consideration 
some of the limitations of the first part of this assignment. Another issue that is related to the adaptability is 
the fact that a mobile application company needs to establish a strong relationship with its customers. By 
saying strong relationship it seems that are answering to the customers’ notifications and implementing some 
of their requests into their next updates have a better overall performance and consecutively a better usability 
rate.  
 
 
3.9 Success Factors Business Model for Mobile Applications 
 
There are a variety of factors that can lead a company that produces applications into success. Those factors 
are explained in details in the literature review but most of them are focused on the receiving information 
inside a firm ad how this information can be utilized in order to optimize all of the firms’ functions. Other 
reports are focusing unilaterallyin only one category of factors and try to divide it into more attributes that 
will explain their model in details. Although those models on the literature review are providing great 
information about the factors of success into a mobile application and for e-commerce in general they lack of 
providing a complete business model that will lead a firm into success. This is where this assignment is trying 
to provide a complete model where all the aspects of an applications are explained and how the can be utilized 
in order to lead to potential success. Those factors are presented into the following page into two steps. The 
first one is a summary of all the factors that are having an effect on the mobile applications. The second one is 
an analytical model that presents all the attributes that are coming out from the first model.  
The reason that this model was built into a pyramid instead of a diagram such as all the other models is 
because the factors that are related with applications’ success do not have the same effect. In other words they 
are not equal. There are some attributes on the model that have higher priority that the others. So those that 
are more crucial to the model have been put on the bottom of the pyramid, and as someone looks higher on 
the model he can see that the attributes that are mentioned are in lower priority for a mobile applications’ 
company. Another crucial fact for the reader is that without the lower layers of this model the can be no 
existence of the higher ones. For example if the attributes of simplicity are not satisfied then it highly possible 
if not sure that there cannot be built any good relationship between partners (partnerships) for this specific 
project or app. So each step or layer on this pyramid represents some essential tasks or steps that have to be 
done before reaching success and moving into higher steps. Although a-posteriori after research I noticed that 
there are other business models built in this schema, a-priori this specific model was inspired from the 
Maslow’s hierarchy of needs. Besides on the literature review it is mentioned that the path for success 
required knowledge from many other field other than developing, and some of them may even be related with 
study fields such as anthropology. 
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3.9.1 Success Factors’ Business Model 
 
 
 
Picture 22Success Factors’ Business Model 
 
 
3.10 Examination of the Success Factors’ Business Model 
 
3.10.1 Introduction 
 
In order to make clear whether the success factors’ business model is effective or not the model has to be 
implemented into the most successful mobile applications that are offering b2b services. There has been a 
determined examination of the most successful b2b applications. The Google Play (Android) platform was 
preferred for further examination regarding the business model because the 90% of the applications are 
launched there as previously mentioned.  It has to be stated the fact that the research had to be implemented 
Ios
Android
S.E.O.
S.E.M.
Pricing Policy
Funding
Partnerships 
Usability
46 
 
for the 400 first applications of the Google play because the most of them were made for B2C transactions 
only and the minority only was for B2B services. The table “Success factors of the top 100 mobile 
applications” presents the success factors of each one mobile application of the Google Play in terms of 
existence or not for each application.  With “+” means that the success factor is present and with “-“means 
that the factor fails to exist on this particular case.  
 
 
3.10.2 Statistical Analysis with Data Mining 
 
 
Since the advent of mobile applications, from the 2007 and even after there was a significant interest from 
users all over the world to purchase more applications through the years. That means that the average user has 
a tendency to use a large variety of apps for different reasons in his daily routine. For the applications that 
have attracted a large number of customers have the benefit to own and processing big data something that 
nowadays has become the new trend and many businesses want to have access to. Because of this fact there 
has been a new since that brings automations and the know-how regarding how to process and evaluate all the 
data in order to export useful information and patterns. Patterns are some crucial conclusions that are coming 
out from the evaluation of the data that are gathered. Data mining isn’t really different from the term 
“machine-learning” and its purpose is to extract patterns that help businesses to handle the big data and 
extract those useful outcomes. 
In order to understand better what is the Big Data and which is the role of Data mining on the evaluation of 
those data there has to be determined that it is nothing more than a statistical analysis of a large number of 
gathered measurements. This science is one of the most recently developed and it has arrived from the fact 
that Big Data nowadays are commonly coming up against and it is really hard to be read without a further 
examination and analysis. This science has evolved and revolutionized a big part of sciences such as 
medicine, biology, physics and the like. It is the same science that can predicts in a specific accuracy the 
“butterfly effect”, how the flying of a butterfly can randomly create a tornado, or why people that smoke one 
cigarette a day are going to live longer than those who smoke less than one cigarette a day.  
A nice example of visualizing what Data Mining is trying to accomplish in each sector nowadays is the 
following picture with on giant elephant that represents the Big Data. The people around the elephant are 
supposed to be blind and they are trying to describe the creature that they are touching, everybody from his 
perspective. The answers that came out from this experiment of course shows the different results of such 
move and how they are influenced from the different perspective. This different perspective is supposed to 
represent the different algorithms that the Data Mining science owns in order to better analyze the exported 
results.  
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(Wu, Zhu, Wu, Ding, 2014) 
 
 
 
Picture 23 The blind men and the giant elephant: the localized (limited) view of each blind man leads to a biased 
conclusion 
 
One small but essential part of Data mining,which has mostly to do with qualitative data, is association rules. 
Association rules is mostly referred on how different qualitative measurements or data can collaborate in 
order to be exploited and extracted as patterns that will bring out useful information. On the above portion of 
data there can be investigated which combination of data is appearing together as a match and in what 
percentage, and on the second stage if the existence of a factor on the table indicates the existence of another 
factor and if yes in what percentage.  
 
 
Success factors Support 
Usability  92% 
Partnerships 78% 
Funding 58% 
Pricing 100% 
S.E.M. 75% 
S.E.O. 78% 
Ios 79% 
Table 1 Success Factors Support Table 1 
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The table above shows some crucial aspects regarding mobile applications. First of all it is very important to 
keep in mind that the most successful applications in Google Play are using the Free and Fremium pricing 
policy only. This is crucial because the revenue streams of the most powerful mobile applications out there 
are not from the direct sales of their products but from the users that require additional services such as an 
upgraded version of the application or additional features on the application. Another usual way of making 
profit out of a free application is to adopt users that require extra views for their businesses, and are willing to 
pay for this advertising. Last but not least is by gathering big data from the numerous users of the app and sell 
them to a potential customer-business.  
Another important conclusion on the table is that the 92% of the top applications have a users’ review higher 
than 4.0 out of 5 stars on Google Play something thatconsistscrucial information for a business that wants to 
succeed on the mobile applications’ industry. 
 
3.11 Using Weka on the Experiment 
 
3.11.1 Introduction to Weka 
 
Weka is the most known implementation tool for Data Mining for a number of reasons. All the scientific 
departments during the 20 and 21
st
 century have used Weka and similar to that, programs in order to make 
some predictions that will help the people and the Medicare all over the world. Weka is a combination of 
machine learning algorithms that was invented in New Zealand. Weka is the reason why today we have 
cleared out important different information from different sectors. For example a classic example is the 
phenomenon where fathers that are going to supermarkets are both buying beer and nappies in a high 
percentage or how some unhealthy habits can increase the chances for cancer to the people and in what 
percentage that may happen. This program can implement a variety of different classification methods such as 
clustering, classifying and association rules. For the sake of the data that there are going to be analyzed there 
is going to be used Weka for all the data and specifically the “association rules” is the one that will fit in this 
particular case. Association rulers is one of the few algorithm of Weka that can import qualitative data and by 
utilizing the support and confidence threshold percentages can export statistical quantitative data and indicate 
crucial relationships between the data item sets. The same also goes for the other algorithm of Weka that is 
called FTP growth. FTP Growth is working in as similar way as Association rules. The only difference 
between the two algorithms is the philosophy behind them. Association rules shows that the existence of one 
item set how it implies the existence of another one and in what percentage of accuracy this statement 
happens. FTP Growth is working with the non-existence of the item sets. So the non-existence of an item set 
implies the non-existence of another item set in a specific accuracy in FTP Growth. 
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3.11.2 Implementation of Weka round 1 
 
On the followingpages there is presented a table with the possibilities united by two paragons of success in 
each row. With this way there can be distinguished whether some factors of success have common elements 
with some other or not.  
 
 
Success factors Support 
Usability, Partnerships 72% 
Usability, Funding 53% 
Usability, Pricing 92% 
Usability, S.E.M. 73% 
Usability, S.E.O. 75% 
Usability, Ios 71% 
Partnerships, Funding 55% 
Partnerships, Pricing 78% 
Partnerships, S.E.M. 76% 
Partnerships, S.E.O. 76% 
Partnerships, Ios 69% 
Funding, Pricing 58% 
Funding, S.E.M. 53% 
Funding, S.E.O. 54% 
Funding, Ios 51% 
Pricing, S.E.M. 75% 
Pricing, S.E.O. 78% 
Pricing, Ios 79% 
S.E.M., S.E.O. 73% 
S.E.M., Ios 67% 
S.E.O., Ios 66% 
Table 2 Success Factors Support Table 2 
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The highest rated support couple on the previous table is rated upon 92%, a number high enough to ensure 
that usability and partnerships are always there when it comes to a successful mobile application. So the top 
100 mobile applications have some fundamental common issued which are a high value product and an 
excellent team that works 24/7 behind the mobile application.  
 
 
 
Picture 24 Support Diagrams of Success Factors 1 
 
 
The table with the percentages of the support is showing the fact that the usability and the pricing policy have 
more frequently appeared together that the other factors of success. On the contrary the lowest percentage 
is51% that is referred to the support ofFunding andIosthat highlights the fact that these two factors of success 
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are not met together when it comes to a mobile application. Similar do the other applications’ factors behave 
on the previous table. 
On the following table there are going to be presented the result of the confident for the rules that come out 
from the previous data. So there is investigated in what percentage one factor implies another one. For 
example the existence of usability on the first row implies the existence of partnerships in 78,3% of the cases 
when it comes to the mobile applications. In the same way there can be explained as well all the following 
results of the data mining process. 
 
 
Association Rules Confidence 
Usability  Partnerships 78,3% 
Partnerships  Usability 92,3% 
Usability  Funding 57,6% 
 Funding  Usability 91,4% 
Usability  Pricing 100% 
Pricing  Usability 92% 
Usability  S.E.M. 81,5% 
 S.E.M. Usability 100% 
Usability  S.E.O. 79,3% 
S.E.O.  Usability 100% 
Usability Ios 77,2% 
Ios Usability 100% 
Partnerships  Funding 70,5% 
Funding Partnerships 94,8% 
Partnerships  Pricing 100% 
Pricing  Partnerships 78% 
Partnerships  S.E.M. 97,4% 
S.E.M.  Partnerships 100% 
Partnerships  S.E.O. 97,4% 
S.E.O.  Partnerships 97,4% 
Partnerships Ios 88,5% 
Ios Partnerships 87,3% 
Funding  Pricing 91,4% 
Pricing  Funding 70,6% 
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Funding  S.E.M. 93,1% 
Funding  Pricing  100% 
Pricing Funding  58% 
S.E.M.  Funding 70,6% 
Funding  S.E.O. 93,1% 
S.E.O.  Funding 69,2% 
Funding Ios 87,9% 
Ios Funding 64,5% 
Pricing  S.E.M. 75% 
S.E.M.  Pricing 100% 
Pricing  S.E.O. 78% 
S.E.O.  Pricing 100% 
Pricing Ios 79% 
Ios Pricing 100% 
S.E.M.  S.E.O. 97,3% 
S.E.O.   S.E.M. 93,6% 
S.E.M. Ios 89,3% 
Ios S.E.M. 84,8% 
S.E.O. Ios 84,6% 
Ios S.E.O. 83,5% 
Table 3Couples of Success Factors – Confidence Percentages 
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3.11.3 Implementation of Weka round 2 
 
 
Success Factors  Support 
Usability, Partnerships, Funding 53% 
Usability, Partnerships, Pricing 71% 
Usability, Partnerships, S.E.M. 72% 
Usability, Partnerships, S.E.O. 73% 
Usability, Partnerships, Ios 62% 
Usability, Funding, Pricing 51% 
Usability, Funding, S.E.M. 50% 
Usability, Funding, S.E.O. 49% 
Usability, Funding, Ios 49% 
Usability, Pricing, S.E.M. 73% 
Usability, Pricing, S.E.O. 75% 
Usability, Pricing, Ios 71% 
Usability, S.E.M., S.E.O. 69% 
Usability, S.E.M.,Ios 62% 
Usability, S.E.O.,Ios 66% 
Partnerships, Funding, Pricing 78% 
Partnerships, Funding, S.E.M. 55% 
Partnerships, Funding, S.E.O. 55% 
Partnerships, Funding, Ios 51% 
Partnerships, Pricing, S.E.M. 76% 
Partnerships, Pricing, S.E.O. 76% 
Partnerships, Pricing, Ios 69% 
Partnerships, S.E.M., S.E.O. 73% 
Partnerships, S.E.M., Ios 66% 
Partnerships, S.E.O., Ios 66% 
Funding, Pricing, S.E.M. 53% 
Funding, Pricing, S.E.O. 54% 
Funding, Pricing, Ios 51% 
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Funding, S.E.M., S.E.O. 53% 
Funding, S.E.M., Ios 51% 
Funding, S.E.O., Ios 52% 
Pricing, S.E.M., S.E.O. 73% 
Pricing, S.E.M., Ios 67% 
Pricing, S.E.O., Ios 66% 
S.E.M., S.E.O.,Ios 64% 
Table 4 Success Factors Support 3 
 
 
It is not so common when it comes to support results from a Data Mining program such as Wekato meet with 
such high percentages of support upon two different elements. This time the percentages are from 51% up to 
78%.  
 
 
 
Picture 25 Support Diagrams of Success Factors 2 
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Before implementing the tables for data mining there are some technical terms that have to be explained for 
the data mining process and analysis. When it comes to the association rules of the data mining there is no 
reason to keep data that are found in the 100% of one experiment because they mean nothing for the 
algorithm of the data mining. This algorithm is supposed to find out the existence or non-existence of the 
success aspects but when it comes to absolute percentages such as 0% or 100% then those numbers don’t add 
up on the final results. The rest of the success factors are collaborated in order to produce pattern that can be 
reliable and export some crucial conclusions. 
 
3.11.4 Implementation of Weka round 3 
 
 
 
Picture 26 Data mining results 70% support 100% confidence 
 
 
This is a screenshot with the most crucial relationships that are appearing by using the Association Rules of 
Weka. On the top there can be seen the fact that the rule S.E.M.  S.E.O. is on the top of the list with the 
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rules S.E.M.  Partnerships. This is a strong sign of the fact that the three individual attributes are related but 
unfortunately in a way that Weka cannot predict or determine. The partnership factor was analyzed previously 
and has shown the fact two individual partners or businesses that are collaborated into making a mobile 
application will have an impact on the S.E.M. and S.E.O. When a developing and marketing sector are 
cooperating together then it seems that it is impossible for this team to ignore some crucial facts. Those are 
like S.E.M. and S.E.O. thatare a huge boost for a start-up, which probably is not well known and needs to 
raise traffic in order to be utilizes and reach a specific target of the market share. S.E.M. and S.E.O. are going 
together in a digital product no matter what. It is not coincidence the fact that those two are appearing 
together on the bibliography that is available for the digital sector and this means that there is a bond between 
them.  
 
 
Association Rules 
S.E.M.  Partnerships 
S.E.M.  S.E.O. 
S.E.M., S.E.O.  Partnerships 
Partnerships, S.E.M.  S.E.O. 
S.E.M.  Partnerships, S.E.O. 
Usability, Partnerships  S.E.O. 
Usability, S.E.M.  Partnerships 
Usability, S.E.M.  S.E.O. 
Usability, S.E.M., S.E.O.  Partnerships 
Usability, Partnerships, S.E.M.  S.E.O.  
Usability, S.E.M.  Partnerships, S.E.O. 
Picture 27 Association rules with Support 70% Confidence 100% 
 
The third relationship from that picture indicated that the existence of a pair of success factors such as S.E.M. 
and S.E.O. of which the existence implicates the existence of a good working partnership. Some of the task of 
a partnership when it comes to a digital product is to ensure a visibility to every potential buyer that want to 
search for a similar product. That of course can only be achieved with S.E.M. and S.E.O.  
In the end we can see that 4 attributes are put together to Weka in some association Rules with support 70% 
and 100% confidence. These are some of the strongest patterns that can ever happen when it comes to Big 
Data. So Usability Partnerships S.E.M. and S.E.O. are always going together when it comes to a successful 
mobile application. It is a prerequisite no doubt. So even if the other success factors are not existing in a 
mobile application such as a free or fermium Pricing model, Funding and the existence on both Android and 
57 
 
Ios then from the Weka results it might not cause damage to the profitability of the mobile application as long 
as the other 4 that were mentioned above are utilized in a right way that will have some possible results.  
 
3.11.5 Separation of the Final Results 
 
Despite the fact that the table has strong association rules with percentages higher than 50% it might be the 
best option to keep only those rules that have the 100% so that there will be acquired the strongest possible 
outcome. The following table presents the correlations of those paragons of success.  
 
 
Association Rules Confidence 
Usability  Pricing 100% 
Partnerships  Pricing 100% 
Funding  Pricing 100% 
S.E.M. Usability 100% 
S.E.M.  Partnerships 100% 
S.E.M.  Pricing 100% 
S.E.O. Usability 100% 
S.E.O. Pricing 100% 
Ios Usability 100% 
Ios Pricing 100% 
Table 6 Association Rules with 100% confidence 1 
 
This table shows clearly the fact that, when it comes to a successful mobile application the paragons of 
success that are lower in the success factors’ pyramid model are depended on the factors that are on the higher 
lever of the pyramid. In other words the most crucial factors in the successful mobile applications do exist 
every single time when the less significant factors from the model do already exist. 
On the following table there have been taken all the association rules from the triples of the rules above and 
have only be kept the ones with 100% success so that the patents that will be exported to be the strongest 
possible.  
 
 
Association Rules Confidence 
Usability, Funding  Partnerships 100% 
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Usability Partnerships  S.E.M. 100% 
Usability Partnerships  S.E.O. 100% 
Usability S.E.O.  Pricing 100% 
Usability Ios Pricing 100% 
Partnerships  Funding Pricing 100% 
Partnerships Funding  Pricing 100% 
Partnerships Funding  S.E.M. 100% 
Partnerships Funding  S.E.O. 100% 
Partnerships Pricing  Funding 100% 
Partnerships S.E.M.  Pricing 100% 
Partnerships S.E.O.  Usability 100% 
Partnerships S.E.O.  Pricing 100% 
Partnerships Ios Pricing 100% 
Funding  Partnerships Pricing 100% 
Funding Pricing  Partnerships 100% 
Funding S.E.M.  Partnerships 100% 
Funding S.E.M.  Pricing 100% 
Funding S.E.M.  S.E.O. 100% 
Funding S.E.O.  Partnerships 100% 
Funding S.E.O.  Pricing 100% 
Funding Ios Partnerships 100% 
Funding Ios Pricing 100% 
Funding Ios S.E.M. 100% 
Funding Ios S.E.O. 100% 
Pricing S.E.M.  Usability 100% 
Pricing S.E.M.  Partnerships 100% 
S.E.M.  Partnerships Pricing 100% 
S.E.M. S.E.O.  Partnerships 100% 
S.E.M. S.E.O.  Pricing 100% 
S.E.M. Ios Pricing 100% 
S.E.O. Ios Usability 100% 
S.E.O. Ios Partnerships 100% 
S.E.O. Ios Pricing  100% 
Table 7 Association Rules with 100% confidence 1 
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As a first impression of the table above there can be stated the fact that the exported association rules in this 
case are much more than on the previous table. This seems to be expected because on this case there are not 
involved couples of factors but three each time. As a result the involved rules on data mining this time will be 
multiple times the previous factors.  
A different phenomenon that is happeninghere is the fact that the implication of success factors that are on the 
lowest levels of the pyramid model are more frequent than those on the higher levels of the pyramid. 
 
 
3.12 An Empirical Approach of the Data Mining Results 
 
 
Figure 6 Usability as a Result from Association Rules 
 
Although Usability is the base of the pyramid success model it seems that it cannot stand-alone when it comes 
to a mobile application. Usability is the resultant of many aspects that all together consist of the outcome 
called Usability. What is not stated and is now found a-posteriori from the statistical analysis is that the 
Usability is the resultant of other resultants. The resultants of the individuals of S.E.M., S.E.O. and Ios are 
participating into the success of the application by contributing into the success of Usability. To be more 
specific Partnerships with S.E.O. are bringing together a high usable product. That means that all the 
prementioned paragons of success such as trust commitment and the like and all the included aspects of 
UsabilityS.E.M.
S.E.O.
Ios
Partnerships,
S.E.O.
S.E.O., Ios
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S.E.O. on an online site that is advertising the mobile application can increase significantly the usability of 
the.It is interesting because all the marketing and developing skills that a partnerships needs to include can 
utilize the benefits of the marketing into a powerful S.E.M. strategy and all together to raise the value of the 
product that the customer expects to receive. The combination also of S.E.O. and Ios are bringing the 
Usability with 100% successful rate. This means that all the prementioned prerequisites for S.E.O. such as 
keyword that are relevant or hyperlinks that leads your site in a higher ranking position in the search engines 
along with the existence of a dignifies Ios applications has a positive effect on the Usability and of course it 
lead the application to a higher average rating when it comes to an operating system. 
 
 
 
Figure 7 Partnerships as a Result of Association Rules 
 
 
The first impression from the picture above is that partnerships are directly linked through association rules 
with all the success factors of the model that was created in the model in the previous chapters. This is a clue 
that shows the significance of well-developed partnerships inside a firm of mobile applications. It is logical 
that S.E.M. is directly linked with partnerships because of the existence of at least 1 person with digital 
marketing background that has the experience to develop an efficient S.E.M. campaign that will attract 
customers’ attendance. From the second schema it clear that the previous statement is going to work even if a 
pricing policy of a free or a fermium model play also a vital role to the existence of well planned strategy by a 
partnership of individuals. Funding is coming as a result in good partnerships as a couple along with other 
PartnershipsS.E.M.
Funding, 
Usability
Funding, 
S.E.M.
Funding, 
S.E.O.
Funding, 
Ios
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aspects on the higher layers of the pyramid model such as S.E.M., S.E.O., Ios. So the existence of funding 
with the pair of another aspect as the previous shows the existence of partnerships as success factor with 
100% confidence. Successful firms of mobile applications with a great S.E.M. and S.E.O. campaign and also 
with the existence in Ios platform and the right pricing policy are bringing funding more easily to the firm 
when it comes to a successful partnership model. 
 
 
Figure 8 Funding as a Result from Association Rules 
 
It seems that Funding is not the favorite statistical result of Data Mining on this assignment. Funding which as 
individual might be the strongest paragon of success it does not appear to correlate with any other aspects of 
success into the Association Rules of Data Mining. That might means that Funding needs some extra aspects 
in order to appear into the “path of success” for a B2B mobile applications’ company. 
 
Funding
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Figure 9 S.E.M. as a Result from Association Rules 
 
Search Engine Marketing is clear that is related only with other couples (or more) of paragons of success and 
not individuals, which is really interesting. Usability with partnerships means the existence of S.E.M. at 
100%. This make sense because a good related partnership is capable of bringing Usability and a good 
working S.E.M. campaign that will bring as much customers as possible. Also partnership when it is coming 
with Funding is bringing S.E.M. with 100% confidence something that is regular if someone considers that 
S.E.M. is essential no matter what when it comes to the Digital industry.Funding being as a couple with Ios 
does also make sense. If a firm is capable of gathering foreign Funds then it probably had arranged the 
existence of the same application into Ios and of course these sizes of firms have thought of using S.E.M. for 
advertising. 
 
S.E.M.
Usability, Par
tnerships
Partnerships,
Funding
Funding, Ios
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Figure 10 S.E.O. as a Result from Association Rules 
 
As a first picture S.E.O. is involved with other couples of success factors. Specifically Usability with 
Partnerships and Funding as a pair with Funding are implying the existence of S.E.O. with a 100% 
confidence. Usability Partnerships and Finding when appearing we are talking regarding a recognized and 
well developed firm that has of course developed a well S.E.O. strategy. The same goes with the pairs of 
Funding S.E.M. and Funding Ios.The Funding indicates a strong advertising campaign and also  
 
 
Figure 11 Ios as a Result from Association Rules 
 
Last but not least is the existence of a mobile application into the Ios platform. But Ios is not related with 
another paragon of success when it comes to a Data Mining evaluation. 
 
S.E.O.
Usability, Par
tnerships
Partnerships, 
Funding
Funding, S.E.
M.
Funding, Ios
Ios
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3.13 Implementation of the Success Model in Mobile 
Topographer App 
 
3.13.1 Introduction 
Now that the business model for the success of the mobile applications is ready and thoroughly examined on 
the top 100 B2B service related mobile applications thereis a great chance before finishing this chapter to 
examine if an implementation of the success model confirms the survey that has been done above for the top 
B2B applications. Now that is known the way that those success aspects influence the performance of an 
applications it is easier to see in an actual example how the success model is implemented and how it helps 
the user to gain knowledge of his business in order to improve all the aspects that need workaround. In the 
following paragraphs there is going to presented a successful Greek mobile application that is referred to a 
more niche market for engineers and has been successful for many years.  
 
3.13.2 Mobile Topographer Business Case 
 
Mobile Topographer is an innovative mobile application that utilizes the GPS signal from the smartphones’ 
GPS antenna and helps the people to take accurate measurements in order to provide him finally with specific 
Geodetical Coordinates in order to help him measure the field. Topographers nowadays need thousands of 
euros in order to buy some essential measurements equipment so that they can measure accurate into the field. 
The process of measuring with Mobile topographer requires two essential steps before measuring which are 
the device calibration that has to do with the right positioning of the phone among the field and the 
coordinates calibration and reassures that the specific points that are measured upon the field are the right into 
the Geodetic System of the specific country.  
Mobile Topographer was initially created by a civil Engineer and thereafter mobile applications’ developer 
StathisStathakis back in 2012.  Before that year there was another on where the developer of the application 
Stathis started studying on programming languages in order to be able to implement his innovative idea. On 
this stage he had significant help from his initial partner DrFouskasKonstantinoswho is professor at university 
of Macedonia in Thessaloniki. He was responsible from the first time for the marketing strategy of all the 
mobile applications of Applicality.At this point of time there was no other similar mobile application so there 
was no other competitors out there. So it is clear that this project of Stathis was about a blue ocean strategy 
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that means a company strategy to bring out values and services that did not exist until that current time. 
Another technical term for Mobile Topographer that explains why this application got out and had such a 
massive recognition worldwide is because it consists an incremental innovation. An incremental innovation 
utilizes the new technologies in order to provide a new service that did not exist until that time. In other words 
it finds a new demand on the market and offer the solution with the offering services, or from the marketing 
perspective it creates a new need that is the most difficult thing to do when it comes to a Marketer. 
After Mobile Topographer was launched and had a wide number of downloads Stathis decided to create his 
own company with DrFouskas and other two members which was named Applicality and this was a huge 
stepping stone in order to continue producing some other mobile applications as assistants for the engineers 
work. Until now Mobile Topographer has achieved the impressive number for a Greek company of 500.000 
downloads for the free version of the app and the 5.000 for Mobile Topographer Pro which has the price of 15 
euros and is available in the Google Play Platform.  
 
3.13.3 Implementation of the Business Model in Mobile Topographer 
 
 
 Usability Partnerships Funding Pricing S.E.M. S.E.O. Android Ios 
Mobile 
Topographer 
4.3(+) (+) (-) (+) (-) (+) (+) (-) 
Table 5 Mobile Topographer Success Factors 
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Figure 12 Success Factors' Business Model Implemented into Mobile Topographer 
 
Usability: The fact that Mobile topographer has a high rating of 4.3 stars on the Google Play platform means 
that the customers are really satisfied with the offering value on the product. The comments in the user 
reviews are in general very good and are thankful to the creator of the applications because it has solved some 
crucial problems of their daily work on the field. 
 
Partnerships: Since this company consists of at least one developer and one Marketing specialist this company 
fulfills the basic prerequisites of the success business model. This is a product with a high value offered and 
has great visibility mainly on the free version of the application.  
 
Funding: Although this product is great and the team behind the project has put great effort and time in order 
to be expanded into many foreign countries and not only provide services to the Greek market, this mobile 
application has not yet raised any funding from local or foreign investors. Of course this does not mean that 
something like this is not possible to happen in the near future. 
 
Pricing Model: The pricing model that this Applicality utilizes in order to raise numerous downloads and have 
the best possible profitability is the Fremium Model. Mobile Topographer comes into two versions, the 
Mobile Topographer free and the Mobile Topographer pro. These two versions of the same application offer 
of course different values, but this does not mean that the value of the free version lacks of qualitative options 
for the potential user. 
Mobile 
Topographer
Usability
Partnerships
Pricing 
Model
S.E.O.
Android
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S.E.M.: Search Engine Marketing was not initially used for Mobile Topographer and for the other 
applications of the Applicality in order to raise the visibility of the company’s digital products. Social Media 
such as Facebook have also not been utilized in the beginning of the company in order to raise the brand 
awareness of the company and that is something that may is causing silently damage to the awareness of the 
application. 
 
S.E.O.: The fact that when someone is searching for rural and surveying engineering mobile applications, 
Mobile Topographer will come up with the first possible result from the google search engine with the mobile 
topographer 
 
Android: Mobile Topographer has implemented both the free version and the paid one of Mobile Topographer 
on the Android operating system which is the system that the majority of the smartphones are supporting 
today.  
 
Ios: Unfortunately this mobile application does not exist into the App store of ios system so the potential 
buyers that come from iphones and want to use some of the Applicality products will not have the opportunity 
to do so.  
 
 
3.14 Proposals for Improving Mobile Topographer Using Weka 
 
 
Taking into consideration that the most significant aspect of success is the Funding (something that also 
comes that only 58% of the successful applications owned this privilege) and the fact that Mobile 
Topographer has not still raised any investments there has to be explained possible reasons why this might 
have happened and how Applicality can utilize its human resources in order to raise the awareness of some 
foreign or local funds. Unfortunately the A-priori method of Association rules that has been introduced on the 
previous chapters does not qualify for a helping tool in the case of Mobile Topographer. And that does happen 
because there are no correlations that can imply the existence of Funding when it comes to a mobile 
application. That is the reason why in this case the FTP Growth Method was used in order to have a better 
explanation and to justify the suggestions that will be made for the Mobile Topographer under a structure 
technical base.  
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Picture 28 FTP Growth Weka Solutions 
 
Using the same process on the Association Rules there have been excluded the Pricing Model and the 
Android existence from the success factors of the Weka inputs. There has been used the minimum of 10% 
support and 90% of confidence as a threshold in order to export the best possible outcome. If the first lines of 
the results will be checked then someone realizes that the non-existence of S.E.M. S.E.O. and Partnerships 
implies the non-existence of Funding each one individually in three separate relationships. So maybe the case 
here is that if Applicality could hire someone to utilize the social media in order to raise the awareness of its 
brand to not only potential customers but also to some people or companies that could invest in an application 
such as this then maybe Funding could be covered in order this business to be expanded or even meet the 
buyout.  
Another thing that the company should consider is that they might consider hiring an extra programmer that 
can produce the same digital services that Mobile Topographer is offering into the Android platform. As 
anyone can tell from the beginning of this survey the percentage of the B2B mobile applications that are 
currently both in Android and in the Ios platform are as high as 79% this means that this is a statistical data 
that cannot be ignored in this phase.   
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4 Conclusions 
 
• Before a team of people that will make a start up or a complete business takes the decision to launch 
a new mobile application they both have to take into considerations all the crucial limitations and 
restrictions that the mobile applications and their operating systems will bring into the surface.  
• Only one out of the four applications that are launched daily is offering B2B services. The rest of 
them are either B2C or C2C related services. 
• Success is not something that can be measured simply and needs a further interpretation when it 
comes to a start-up business. Beyond some standard procedures and success metrics that have been 
justified on this text there are some other aspects that play a vital role such as the environment of the 
mobile application. 
• The main aspects of success that come out from this survey as a product of an extensive research are 
the following with the right order of importance: Usability, Partnerships, Funding, Pricing, S.E.M, 
S.E.O. , Android , Ios .  
• This survey is using some fundamental aspects of success that are qualitative but can be measured 
and recorder in order to be further investigated. This does not means that there are not some other 
important aspects of success but they might be influenced by some imponderable factors that make 
them really hard to be measured. 
• There seems to be a significant strong bond between the 4 following attributes of success. Usability 
Partnerships S.E.M. and S.E.O. are strongly related on to another and this is a clue that all mobile 
applications’ start-up should take into serious consideration. 
• The results of the Data Mining through Weka indicate that beyond the 4 significant elements there 
are more than those that have a positive effect into the business success. Some potential success 
factors are the existence of a Machine Learning algorithm inside the mobile application or the 
existence of a User Experience department into the business.  
• By making an overall examination of the statistical tables it is more than clear that there is no 
success factor or combination of success factors with probability less than 49%. This is a proof of the 
significance of the statistical results and a sign of the strong correlations that exist between the 
success factors.  
• The high percentages of the correlations between the success factors indicates the fact that the 
patterns that can be exported from those statistics are really strong and can be a milestone for further 
experimentation and survey in order to find the success path for a mobile applications’ start-up 
company. 
• The first concluding table with the couples of the success factors indicates an interesting bond 
between the success factors. The existence of the higher leveled factors implies the existence of the 
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lower and more crucial success factors of the pyramid but this does not mean that the first ones are a 
prerequisite of the latter.  
• The strongest relationships that exist between the success factors are the direct relationship between 
Partnerships and S.E.M. and the relationship between S.E.M. and S.E.O. A strong partnership that 
includes people with both developing and marketing skills will bring stability to the company and a 
viable S.E.M. and S.E.O. that will improve the traffic of the company’s site and will increase the 
mobile applications’ potential customers. 
• The success factors of Usability, Partnerships and Funding inside a mobile applications business are 
strongly related on how well the higher leveled success factors like SEM SEO and IOS perform. So 
if usability is an issue for a firm or the applications is getting some really bad feedback maybe the 
real problem is not Usability itself but the way that S.E.M. and S.E.O. perform or the same 
application performs into the Ios platform might be the solution. 
• Usability is highly related to all the success factors of the success model except from Funding that 
seems to need more than this in order to appear into the correlations.  
• Partnerships is the only success factor that is significantly correlated with the other success factors 
and also appears to be on the most relationships when it comes to the Association Rules algorithm of 
Data Mining. 
• Funding which as individual is the strongest success factor for the majority of the applications does 
not appear into correlations when it comes to the Association Rules of Data Mining which means 
that might be some extra aspects of success that need to appear in order to achieve Funding in a 
company. 
• S.E.M. is a crucial aspect of success that comes along with some other aspects as a pair. S.E.M. is 
mostly related to the Usability Partnerships Funding and Ios. 
• S.E.O. is an essential part of a company’s digital existence that can improve the search engine 
ranking significantly. S.E.O. is not alone when it comes to individual relationships. It is strongly 
related to all the aspects of success of a mobile applications’ start-up. 
• The existence of a successful Iosapplication is not the outcome of any collaboration between the 
factors of success of a mobile application. This indicates the fact that the existence of an Ios 
application is not depended on any other factor in order to succeed but it can stand as is and bring 
from its own success.  
• The implementation of the Success Model for the mobile applications into the “Mobile 
Topographer” indicate that the business model has solid basis and can be utilized by other start-up 
companies for benchmarking and reorganizing its strategy and goals. 
• The non-existence of a mobile application into App store (Ios Platform) does not seem to have a 
negative effect on the Usability of the final product on the Android Platform. On the contrary all of 
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the mobile applications that exist only for Android smartphones have a critic review 4,a fact gives 
the Usability aspect on their side. 
• From the FTP Growth algorithm of Weka it is clear that that when there is no S.E.M. or S.E.O. or 
both are absent from a mobile company business plan then the existence of Funding is most likely to 
not to ever happen on this company. This all make sense from the business perspective of a company 
because these are the main tools that a firm can utilize in order to raise the brand awareness of the 
product. 
• The absence of a crucial success aspect such as the formation of a partnership that will ensure 
Marketing and Developing skills causes the non-existence of the most crucial aspect of success that 
is the Funding. This phenomenon is happening in the 100% of the instances where a partnerships as 
the one mentioned is not present.  
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6 Appendixes 
 
6.1 Success factors of the top 100 mobile applications 
 
 
Application Usability Partnerships Funding Pricing 
Policy 
SEM SEO Android Ios 
1.Facebook 
messenger 
3.9 (-) (+) (+) (+) (+) (+) (+) (+) 
2. Viber 4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
3. Facebook 4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
4. Instagram 4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
5. Snaptchat 4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
6. 360 Battery 
Saver 
4.6 (+) (+) (-) (+) (-) (+) (+) (+) 
7. Z Camera 4.4 (+) (+) (-) (+) (+) (+) (+) (+) 
8.WhatsApp 
Messenger 
4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
9. Skype 4.1 (+) (+) (+) (+) (+) (+) (+) (+) 
10. CM Security 
AppLockAntiVirus 
4.7 (+) (+) (+) (+) (+) (+) (+) (+) 
11. Clean Master 4.7 (+) (+) (+) (+) (+) (+) (+) (+) 
12. Facebook Lite 4.2 (+) (+) (+) (+) (+) (+) (+) (-) 
13. Pinterest 4.6 (+) (+) (+) (+) (+) (+) (+) (+) 
14. 360 Security – 
Antivirus Free 
4.6 (+) (+) (+) (+) (+) (+) (+) (+) 
15. Google Photos 4.6 (+) (+) (+) (+) (+) (+) (+) (+) 
16. Lalafo 4.2 (+) (+) (-) (+) (+) (+) (+) (+) 
17. xe.gr 3.9 (-) (+) (-) (+) (+) (+) (+) (+) 
18. Yellow Battery 4.4 (+) (-) (-) (+) (-) (-) (+) (+) 
19. Google Earth 4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
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20. GO Weather 
Forecast & 
Widgets 
4.5 (+) (-) (-) (+) (-) (-) (+) (-) 
21. Google 
Translate 
4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
22. Share Cloud – 
Share By 1 -Click 
4.3 (+) (+) (+) (+) (+) (+) (+) (-) 
23. Adobe Reader 4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
24. My Cosmote 3.6 (-) (+) (-) (+) (-) (-) (+) (+) 
25. Free Music for 
SoundCloud 
4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
26. TrpAdvisor 4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
27. Spotify 4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
28. My Vodafone 
(GR) 
3.8 (-) (+) (+) (+) (+) (+) (+) (+) 
29. Google Duo 4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
30. YouTube 4.2 (+) (+) (+) (+) (+) (+) (+) (+) 
31. Yahoo Mail 4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
32.PhotoDirector 
Photo Editor App 
4.5 (+) (-) (-) (+) (-) (-) (+) (+) 
33. Skroutz 4.5 (+) (+) (-) (+) (+) (+) (+) (+) 
34. My CU 4.2 (+) (+) (+) (+) (+) (+) (+) (+) 
35. GO Keyboard 4.5 (+) (+) (-) (+) (+) (+) (+) (+) 
36. Firefox 
Browser 
4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
37. WhatsCall – 
Free Global Calls 
4.6 (+) (+) (+) (+) (+) (+) (+) (+) 
38. GO Speed 
(Cleaner 
&Applock) 
4.7 (+) (-) (-) (+) (-) (-) (+) (-) 
39. CM Launcher 
3D – Stylish Boost 
4.6 (+) (+) (+) (+) (+) (+) (+) (+) 
40. VLC for 
Android 
4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
41. MX Player 4.4 (+) (+) (-) (+) (+) (+) (+) (-) 
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42. MP3 Video 
Converter 
4.3 (+) (-) (-) (+) (-) (-) (+) (-) 
43. AntiVirus Free 
2016 - Android 
4.5 (+) (+) (-) (+) (+) (+) (+) (-) 
44. Twitter 4.2 (+) (+) (+) (+) (+) (+) (+) (+) 
45. Microsoft 
Word 
4.4  (+) (+) (+) (+) (+) (+) (+) (+) 
46. GPS 
Navigation & 
Maps Sygic 
4.3  (+) (+) (-) (+) (+) (+) (+) (+) 
47. Chrome 
Browser 
4.2  (+) (+) (+) (+) (+) (+) (+) (+) 
48. Automotive 
Driving License 
4.4(+) (-) (-) (+) (-) (-) (+) (-) 
49. Lidl – Offers & 
Leaflets 
4.4  (+) (+) (+) (+) (+) (+) (+) (+) 
50. Remote 
Control for TV 
4.3 (+) (-) (-) (+) (-) (-) (+) (-) 
51. PicsArt Photo 
Studio 
4.4  (+) (+) (-) (+) (+) (+) (+) (+) 
52. Taxibeat Free 
taxi app 
4.5  (+) (+) (+) (+) (+) (+) (+) (+) 
53. Wish – 
Shopping Made 
Fun 
4.5  (+) (+) (+) (+) (+) (+) (+) (+) 
54. Microsoft 
Outlook 
3.8 (-) (+) (+) (+) (+) (+) (+) (+) 
55.Transparent 
clock & weather 
4.3 (+) (+) (-) (+) (+) (+) (+) (-) 
56. Here WeGo – 
City Navigation 
4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
57. CM Locker 
repair Privacy 
Risks 
4.6 (+) (+) (+) (+) (+) (+) (+) (+) 
58. Eortologio 4.3 (+) (-) (-) (+) (-) (-) (+) (-) 
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59. Dropbox 4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
60. winbank 
Mobile 
4.0 (+) (+) (+) (+) (+) (+) (+) (+) 
61. Keyboard 4.1 (+) (-) (-) (+) (-) (-) (+) (-) 
62.SoundCloud 4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
63. Microsoft Excel 4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
64. IPTV Core 4.0 (+) (-) (-) (+) (-) (-) (+) (-) 
65. myF2G 4.1 (+) (+) (+) (+) (+) (+) (+) (+) 
66. Radio Greece 4.5 (+) (-) (-) (+) (-) (-) (+) (-) 
67. Vivechrom 
Visualizer 
4.1 (+) (+) (-) (+) (+) (+) (+) (+) 
68. MAPS.ME 
Offline 
Map+Navigation 
4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
69.  Shell Smart 
App 
4.2 (+) (-) (-) (+) (-) (-) (+) (+) 
70.  GPS 
Navigation 
4.2 (+) (-) (-) (+) (-) (-) (+) (-) 
71.  Weather & 
Clock Widget 
Android 
4.4 (+) (+) (-) (+) (+) (+) (+) (-) 
72.  PIP Camera – 
Photo Editor Pro 
4.4 (+) (-) (-) (+) (-) (-) (+) (+) 
73.  NBG Mobile 
Banking 
4.4 (+) (-) (-) (+) (-) (-) (+) (+) 
74.  ES File 
Explorer File 
Manager 
4.5 (+) (-) (-) (+) (-) (-) (+) (+) 
75.  e-shop.gr 4.2 (+) (+) (-) (+) (+) (+) (+) (+) 
76.  MP3 Cutter 
and Ringtone 
Maker 
4.3 (+) (+) (-) (+) (+) (+) (+) (-) 
77.  Antivirus & 
Security 
4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
78.  Skyscanner 4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
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79. Speedtest.net 4.4 (+) (+) (-) (+) (+) (+) (+) (+) 
80.  Video Editor 
Music,Cut,No 
Crop 
4.6 (+) (-) (-) (+) (-) (-) (+) (+) 
81.  OTE TV GO 3.0 (-) (+) (-) (+) (-) (-) (+) (+) 
82.  Eurobank 3.9 (-) (-) (-) (+) (-) (-) (+) (+) 
83. Kika Keyboard 
– Emoji, GIFs 
4.3 (+) (-) (-) (+) (-) (+) (+) (-) 
84. Spitogatos – 
Homes in Greece 
4.5 (+) (+) (-) (+) (+) (+) (+) (+) 
85. Airbnb 4.3 (+) (+) (+) (+) (+) (+) (+) (+) 
86.  Learn English 
with Duolingo 
4.7 (+) (+) (+) (+) (+) (+) (+) (+) 
87.  Aegean 
Airlines 
3.8 (-) (+) (+) (+) (+) (+) (+) (+) 
88. AliExpress 
Shopping App 
4.4 (+) (+) (+) (+) (+) (+) (+) (+) 
89. SHAREit: File 
Transfer, Sharing 
4.5 (+) (+) (+) (+) (+) (+) (+) (+) 
90. Clean Master 
Lite (Boost) 
 
4.6  (+) (+) (+) (+) (+) (+) (+) (+) 
91. eBay – Buy, 
Sell & Save 
4.2  (+) (+) (+) (+) (+) (+) (+) (+) 
92. airtickets 
 
4.2  (+) (+) (-) (+) (+) (+) (+) (+) 
93. Turbo Cleaner 
– Boost, Clean 
4.2  (+) (+) (-) (+) (+) (+) (+) (-) 
94. Tumblr 4.4  (+) (+) (+) (+) (+) (+) (+) (+) 
95. Alpha Bank 4.1  (+) (-) (-) (+) (-) (-) (+) (+) 
96. Meteo.gr 4.3  (+) (-) (-) (+) (-) (-) (+) (+) 
97.AccuWeather 4.3  (+) (+) (-) (+) (+) (+) (+) (+) 
98. Kodi 4.5  (+) (+) (-) (+) (+) (+) (+) (-) 
99.ColorNote 
Notepad Notes To 
4.6  (+) (+) (-) (+) (+) (+) (+) (-) 
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do 
100. Poseidon 
Weather 4.0 
4.3  (+) (-) (-) (+) (-) (+) (+) (-) 
Table 6 Success Factors of the 100 Top B2B Mobile Applications  
80 
 
 
6.2 Association Rules Implemented on the success factors 
(Table) 
 
Association Rules Confidence 
Usability  Partnerships, Funding 57,6% 
Partnerships, Funding  Usability 96,4% 
Partnerships  Usability, Funding 67,9% 
Usability, Funding  Partnerships 100% 
Funding  Usability Partnerships 91,4% 
Usability Partnerships  Funding 73,6% 
Usability  Partnerships Pricing  77,2% 
Partnerships Pricing  Usability 91% 
Partnerships  Usability Pricing 91% 
Usability Pricing  Partnerships 77,2% 
Pricing  Usability Partnerships 71% 
Usability Partnerships  Pricing  98,6% 
Usability  Partnerships S.E.M. 78,3% 
Partnerships S.E.M.  Usability 94,7% 
Partnerships  Usability S.E.M. 92,3% 
Usability S.E.M.  Partnerships 98,6% 
S.E.M.  Usability Partnerships 96% 
Usability Partnerships  S.E.M. 100% 
Usability  Partnerships S.E.O. 79,3% 
Partnerships S.E.O.  Usability  100% 
Partnerships  Usability S.E.O. 93,6% 
Usability S.E.O.  Partnerships 97,3% 
S.E.O.  Usability Partnerships  93,6% 
Usability Partnerships  S.E.O. 100% 
Usability  Partnerships Ios 67,4% 
Partnerships Ios Usability 89,9% 
Partnerships  Usability Ios 79,5% 
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Usability Ios Partnerships 87,3% 
Ios Usability Partnerships  78,5% 
Usability Partnerships Ios 86,1% 
Usability  Funding Pricing  55,4% 
Funding Pricing  Usability 87,9% 
Funding  Usability Pricing 87,9% 
Usability Pricing  Funding 55,4% 
Pricing  Usability Funding 51% 
Usability Funding  Pricing 96,2% 
Usability  Funding S.E.M. 54,3% 
Funding S.E.M.  Usability 94,3% 
Funding  Usability S.E.M. 86,2% 
Usability S.E.M.  Funding 68,5% 
S.E.M.  Usability Funding 66,6% 
Usability Funding  S.E.M. 99,3% 
Usability  Funding S.E.O. 53,3% 
Funding S.E.O.  Usability 90,1% 
Funding  Usability S.E.O. 84,5% 
Usability S.E.O.  Funding 65,3% 
S.E.O.  Usability Funding 62,8% 
Usability Funding  S.E.O. 92,5% 
Usability  Pricing S.E.M.  79,3 
Pricing S.E.M.  Usability 100% 
Pricing  Usability S.E.M. 73% 
Usability S.E.M.  Pricing 100%  
S.E.M.  Usability Pricing 97,3% 
Usability Pricing  S.E.M. 79,3% 
Usability  Pricing S.E.O. 81,5% 
Pricing S.E.O.  Usability 96,2% 
Pricing  Usability S.E.O. 75% 
Usability S.E.O.  Pricing 100% 
S.E.O.  Usability Pricing 96,2% 
Usability Pricing  S.E.O. 81,5% 
Usability  Pricing Ios 77,2% 
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Pricing Ios Usability 89,8% 
Pricing  Usability Ios 71% 
Usability Ios Pricing 100% 
Ios Usability Pricing 89,8% 
Usability Pricing Ios 77,2% 
Usability  S.E.M. S.E.O. 75% 
S.E.M. S.E.O.  Usability 94,5% 
S.E.M.  Usability S.E.O. 92% 
Usability S.E.O.  S.E.M. 92% 
S.E.O.  Usability S.E.M. 88,5% 
Usability S.E.M.  S.E.O. 94,5% 
Usability  S.E.M. Ios 67,4% 
S.E.M. Ios Usability 92,5% 
S.E.M.  Usability Ios 82,6% 
Usability Ios S.E.M. 87,3% 
Ios Usability S.E.M. 78,5% 
Usability S.E.M. Ios 84,9% 
Usability  S.E.O. Ios 71,7% 
S.E.O. Ios Usability 100% 
S.E.O.  Usability Ios 84,6% 
Usability Ios S.E.O. 93% 
Ios Usability S.E.O. 83,5% 
Usability S.E.O. Ios 88% 
Partnerships  Funding Pricing  100% 
Funding Pricing  Partnerships 100% 
Funding  Partnerships Pricing 100% 
Partnerships Pricing  Funding 100% 
Pricing  Partnerships Funding 78% 
Partnerships Funding  Pricing 100% 
Partnerships  Funding S.E.M. 70,5% 
Funding S.E.M.  Partnerships 100% 
Funding  Partnerships S.E.M. 94,8% 
Partnerships S.E.M.  Funding 72,4% 
S.E.M.  Partnerships Funding 73,3% 
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Partnerships Funding  S.E.M. 100% 
Partnerships  Funding S.E.O. 70,5% 
Funding S.E.O.  Partnerships 100% 
Funding  Partnerships S.E.O. 70,5% 
Partnerships S.E.O.  Funding 72,4% 
S.E.O.  Partnerships Funding 70,5% 
Partnerships Funding  S.E.O. 100% 
Partnerships  Funding Ios 65,4% 
Funding Ios Partnerships 100% 
Funding Partnerships Ios 87,9% 
Partnerships Ios Funding  73,9% 
Ios Partnerships Funding 64,4% 
Partnerships Funding Ios 92,7% 
Partnerships  Pricing S.E.M. 97,4% 
Pricing S.E.M.  Partnerships 100% 
Pricing  Partnerships S.E.M. 76% 
Partnerships S.E.M.  Pricing 100% 
S.E.M.  Partnerships Pricing 100% 
Partnerships Pricing  S.E.M. 97,4% 
Partnerships  Pricing S.E.O. 97,4% 
Pricing S.E.O.  Partnerships 97,4% 
Pricing  Partnerships S.E.O. 76% 
Partnerships S.E.O.  Pricing 100% 
S.E.O.  Partnerships Pricing 97,4% 
Partnerships Pricing  S.E.O. 97,4% 
Partnerships  Pricing Ios 88,5% 
Pricing Ios Partnerships 87,3% 
Pricing  Partnerships Ios 69% 
Partnerships Ios Pricing 100% 
Ios Partnerships Pricing 87,3% 
Partnerships Pricing Ios 88,5% 
Partnerships  S.E.M. S.E.O. 93,6% 
S.E.M. S.E.O.  Partnerships 100% 
S.E.M.  Partnerships S.E.O. 97,3% 
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Partnerships S.E.O.  S.E.M. 96,1% 
S.E.O.  Partnerships S.E.M. 93,6% 
Partnerships S.E.M. S.E.O. 96,1% 
Partnerships S.E.M. Ios 84,6% 
S.E.M. Ios Partnerships 98,5% 
S.E.M. Partnerships Ios 88% 
Partnerships Ios S.E.M. 83,5% 
Ios Partnerships S.E.M. 83,5% 
Partnerships S.E.M. Ios 86,8% 
Partnerships  S.E.O. Ios 84,6% 
S.E.O. Ios Partnerships 100% 
S.E.O. Partnerships Ios 84,6% 
Partnerships Ios S.E.O. 95,7% 
Ios Partnerships S.E.O. 83,5% 
Partnerships S.E.O. Ios 86,8% 
Funding  Pricing S.E.M. 91,4% 
Pricing S.E.M.  Funding  70,7% 
Pricing  Funding S.E.M. 53% 
Funding S.E.M.  Pricing 100% 
S.E.M.  Funding Pricing 70,7% 
Funding Pricing  S.E.M. 91,4% 
Funding  Pricing S.E.O. 93,1% 
Pricing S.E.O.  Funding 69,2% 
Pricing  Funding S.E.O. 54% 
Funding S.E.O.  Pricing 100% 
S.E.O.  Funding Pricing 69,9% 
Funding Pricing  S.E.O. 93,1% 
Funding  Pricing Ios 87,9% 
Pricing Ios Funding 64,6% 
Pricing  Funding Ios 51% 
Funding Ios Pricing  100% 
Ios Funding Pricing 64,6% 
Funding Pricing ios 87,9% 
Funding  S.E.M. S.E.O. 91,4% 
85 
 
S.E.M. S.E.O.  Funding 72,6% 
S.E.M.  Funding S.E.O. 70,7% 
Funding S.E.O.  S.E.M. 98,1% 
S.E.O.  Funding S.E.M. 67,9% 
Funding S.E.M.  S.E.O. 100% 
Funding  S.E.M. Ios 87,9% 
S.E.M. Ios Funding 76,1% 
S.E.M.  Funding Ios 68% 
Funding Ios S.E.M. 100% 
Ios Funding S.E.M. 64,6% 
Funding S.E.M. Ios 96,2% 
Funding  S.E.O. Ios 89,7% 
S.E.O. Ios Funding 78,8% 
S.E.O.  Funding Ios 66,7% 
Funding Ios S.E.O. 100% 
Ios Funding S.E.O. 65,8% 
Funding S.E.O. Ios 96,3% 
Pricing  S.E.M. S.E.O. 73% 
S.E.M. S.E.O.  Pricing 100% 
S.E.M.  Pricing S.E.O. 97,3% 
Pricing S.E.O.  S.E.M. 93,6% 
S.E.O.  Pricing S.E.M. 93,6% 
Pricing S.E.M.  S.E.O. 97,3% 
Pricing  S.E.M. Ios 67% 
S.E.M. Ios Pricing 100% 
S.E.M.  Pricing Ios 89,3% 
Pricing Ios S.E.M. 84,8% 
Ios Pricing S.E.M. 84,8% 
Pricing S.E.M. Ios 89,3% 
Pricing  S.E.O. Ios 66% 
S.E.O. Ios Pricing  100% 
S.E.O.  Pricing Ios 84,6% 
Pricing Ios S.E.O. 84,6% 
Ios Pricing S.E.O. 83,5% 
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Pricing S.E.O. Ios 84,6% 
S.E.M.  S.E.O. Ios 85,3% 
S.E.O. Ios S.E.M. 97% 
S.E.O.  S.E.M. Ios 82% 
S.E.M. Ios S.E.O. 95,5% 
Ios S.E.M. S.E.O. 81% 
S.E.M. S.E.O. Ios 87,7% 
Table 7 Triplets of Success Factors - Confidence Percentages 
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6.3 Association Rules Full Statistical Report 
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Picture 30 Association Rules Results 2 
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Picture 32 Association Rules Results 4 
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6.4 FTP Growth Full Statistical Report 
 
 
Picture 33 FTP Growth Results 1 
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Picture 34FTP Growth Results 2 
 
93 
 
 
Picture 35FTP Growth Results 3 
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Picture 36FTP Growth Results 4 
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Picture 37 FTP Growth Results 5 
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Picture 38 FTP Growth Results 6 
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Picture 40 FTP Growth Results 8 
